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For years, The Franklin Glue Co. has been known for its quality 

adhesives. Its tradition of excellence has been firmly —— 
established with the best professional cabinetmakers and the 

most discriminating craftsmen. 





This same insistence on quality has been applied to the 
complete line of Franklin products. Each was created 
to give the finest performance in the field of its intended 
application. Each truly deserves the Franklin 
reputation of: ““The Choice of Fine 
Craftsmen Everywhere.” 
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penne . -_ COUPLINGS 


Every Coupling needed 
‘n any size require 


How Well 
d Merchant a prillers 
3000 Ib. Hydraulic 
6000 Ib. Hydraulic 
Half Couplings 
Blank Couplings 
Welding Sleeves 
Drive Pipe 


Standart 
Extra Heavy 
AP.\. Line 
A.P.\. Tubing 
AP.\. Casing 
A AAR. (Railroad) 
fe Water Well Casing 
e. j Reamed and Drifte 
eg 


A superior product, 
competitively priced, 
conveniently cartoned. 


REDUCING STEEL CAPS 
COUPLINGS 


CAPITOL FITTINGS 


is Pawn y)tPe 
ON\| nnn |-ri{cn® 
CALADAL TER 


TRADE MARK 

for dependable plastic pipe conn 
Well seal elbow, sizes 34” thru 
14%". Male and female thread 
adapters and insert couplings, sizes 
Yr ‘ thru 2”. Male and female venturis 
available in 1”, 1%", and 1 ¥2" diameters. 


ections 


— 





b6 a 
bliin coin metal to metal threads 
FEMALE Exclusive feature: 


VENTURIS GALVANIZED—Hot dipped and =: 
zinc plated. : 
WEL 
BRASS—85-15 Red Brass. oo 


ELBOWS 





MALE and FEMALE 
THREAD ADAPTERS 





INSULATING UNIONS 


COPPER-FROM-STEEL 
* 
BRASS-FROM-STEEL 
s 


STEEL-FROM-STEEL 





CAP-TITE SANITARY 
WELL 


with BOND TITE-BEAD™ 


i for 
For positive sealing. Carefully machined 


quick and easy installations. 


WELL POINTS 
and EXTENSIONS 


i ‘nts for sandy 
‘Well Drive Points 
= Protecto-screen Well Points 


for rocky, gravel soil. 


2 DRIVE 


DRIVE CAPS SHOES 


ig DRIVE COUPLINGS 
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MANUFACTURING CO. 


DIVISION OF HARSCO CORP. 
COLUMBUS, OHIO 





WHEN IT COMES TO LOCKS... 


YALE’ MAKES IT AN OPEN-AND-SHUT CASE! 


Yale locks and hardware offer a 
double benefit: A completely re- 
designed tine, all new over the past 
six years, combined with the old- 
est, most reliable name in locks 
and hardware. 

In addition, Yale makes the broad- 
est lire of locks and hardware any- 
where in the world. And its name 
(an aid to security in itself!) is 
known the world over. Millions of 
doors in homes, schools, factories, 


institutions and hotels have been 
secured by Yale locks ever since 
Linus Yale invented the pin- 
tumbler lock in 1868. Each year, 
Yale issues over fifty million keys, 
which secure full lines of door 
locksets, panic exit devices, pad- 
locks, locker locks, auxiliary locks 
and cabinet locks. Yale also manu- 
factures the most complete line of 
door closers in the world. 

For further information on the Yale 


line of locks and hardware, write 
us direct or see your Yale & Towne 
Distributor. Be sure to ask about 
the Yale Special listed below. 
Product of The Yale & Towne 
Manufacturing Company, Yale 
Lock & Hardware Division, White 
Plains, New York. 


YALE & TOWNE 


REG. U.S. PAT. OFF. 


Yale combination padlocks: 
Special back to school promotion 


Every school in the United States 
has a security problem. And the 
biggest part of the security prob- 
lem is the individual student. Each 
has a locker —but is the locker 
secure? 


Yale has the answer: 515 and 516 
Combination Padlocks. Each stu- 
dent’s books and clothing are se- 
cured by a three-number dialing 
system. The combinations are re- 


corded on charts supplied to the 
school. In addition, keying control 
on the 516 puts a master key in the 
hands of the school administration 
and assures easy access to the 
locker for any reason. 


Many hardware dealers are cash- 
ing in on the school boom with 
special efforts to move a system- 
atic combination lock plan into 
the local schools. 


Are you? 


Want more facts? Circle 102, p. 51 
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of kitchen tested 


Lustro-ware boil-proof MIX-N-STORE BOWLS 


Hi-Density Polyethylene 


Here’s a quintet of bowls to stir up instant sales and profits! Sized B-9 

and styled to meet every need in preparing, serving and storing food ~ —#_ Pt- Size 4% diom. x 256 deep 
with wide, flanged rims for better handling and greater stability. : 
SAFER, too... hot foods won't disturb them—dishwashers won‘t damage 

them...they‘re boil-procf! In sparkling white—colorfully labeled. 


SNAP-SEAL COVERS 
for all 5 sizes 


Polyethylene covers snap on and 
off easily, make bowls airtight 
for food refrigeration, storage— 
carry-alls for picnics, etc. 


B-9C 1 pint bowl with cover 
B-11C 1 quart bowl with cover 
B-13C 2 quart bowl with cover 
B-15C 3% quart bowl with cover 
B-17C 5 quart bowl with cover 
BS-9 C Three-piece Storage Bowl Set 


Three 1 pint bowls with covers in 
printed poly bag. 


BS-11C 3-piece “Mix-N-Store” Set 
One each 1 pt., 1 at., 2 qt. bowls 
with covers, nested and labeled. 


B-11 
1 qt. size 6% diam. x 3% deep 


B18 ee 


2 qt. Size 77s diam. x 3% deep 


— 
~~, 


B-15 
3B) at. size 9% diam. x 4% deep 
(e 


} 


j 


6-17 
5 at. Size 10% diam. x 5 deep 


Perfect for Electric Mixers 


These Lustro-ware Bowls are de- 
signed especially for efficient use 
on electric mixers. Safer, lighter 
to handle than glass or ceramics 
—boil-proof, unbreakable. 


BS-13 Three-piece Mixing Bowl Set 

Excellent merchandising unit... one 

each of 1 at., 2 qt. and 3!2 qt. bowls, 

in point-of-sale poly bag. 

BS-11 Three-piece Bowl Set 

One each of 1 pt., 1 qt., 2 qt. bowis 

in printed poly bag. 

Check your Supplier for Price: 
_ Sta <<a roe and New FALL Catalog. 
my ~ Guaranteed by ~ 


Housekeeping COLUMBUS PLASTIC PROD., INC. 


45 aovcanste SS Columbus, Ohio 


v 


"Or 


Want more facts? Circle 103, p. 51 
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Display more items in less space 
with ACCO“Complete Line” Packaging 


Designed to make your stocking and selling 
of ACCO Chain and Attachments more profitable 

ACCO’s new “Complete Line”’ Packaging im- 
proves your chain section four ways: (1) by Commercial grab and slip hooks 
graduated box sizes, (2) attractive box de- 
sign and color, (3) easy-to-read labels, (4) 
decimal system of numbering pieces in each 
box, (5 or 10 items to the box, 5 or 10 boxes Cotter pins 
to the carton). Log chain 

These tight-fitting boxes require less shelf Cold shuts 
space, keep their contents clean and new Connecting links 
looking. Each box is clearly labeled as to © "S” hooks 
size, type, quantity and stock number. Boxes 
and labels are printed in Acco’s blue and 


gold colors. For faster turnover, greater profit, build a 
Here are some of the popular products in- chain section of compact, colorful Acco boxes 
cluded in Acco ‘‘Complete Line” Packaging: and cartons. 


mcr | AMERICAN CHAIN “°° 
AMERICAN CHAIN DISTRIBUTOR : | 


for complete information about Arierican Chain Division - American Chain & Cable Company, Inc. 

these items, or write York, Pa., for Bridgeport, Connecticut ; 

new “Fingertip Facts” Catalog 603, Factories: *York and *Braddock, Pa., *San Francisco, *Chicago (Melrose Park) TRADE 

which gives full details. Sales Offices: *Atlanta, Boston, *Chicago (Melrose Park), *Denver, Detroit, *Houston 
*Los Angeles, New York, Philadelphia, Pittsburgh, *Portland, Ore. *San Francisco 
*Indicates Warehouse Stocks 

> Want more facts? Circle 104, p. 51 
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Clevis grab and slip hooks 
Repair links 


® Key rings 
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Editorial 


by W. A. Phair 


The Bingham case (part 2) 


Events always look quite differently the day after, than they do 
the day they happen. This has certainly been true of the Bingham 
case. 


A short time ago we discussed here some aspects of Bingham’s 
going out of business (June 15, p. 7). Our mail has been extremely 
heavy with letters commenting on our views. These letters have been 
especially interesting and instructive because they reflect a sense of 
a reappraisal of the hardware business, a realization that Bingham’s 
passing does not suggest the end of the hardware trade. 


When a long established wholesaler, such as the Bingham Co., goes 
out of business, there is a great deal of personal emotion involved. 
We all dislike seeing friends suffer adversity. So also do we dislike 
to see such a fine firm as Bingham go out of business. In cases like 
this, our personal feelings often blot out good judgment and we tend 
to jump to erroneous conclusions. 


As the Bingham situation is reviewed in an objective, unemotional 
fashion, it appears that more and more men are inclining to the view 
that Bingham’s action is the consequence of an economic adjustment 
we are passing through, and which has been long past due, and is 
not a valid measure of the inherent usefulness of the wholesale trade. 
It is quite possible, yes, even likely, that these adjustments may actu- 
ally result in a much stronger industry. 


When good friends of long standing are involved, it isn’t easy to 
examine these developments in an aloof, cold-hearted fashion. Yet, 
I think we must look at them in a truly objective manner, for the 
sake of those still concerned with the economic health of our industry. 


A truly objective appraisal of our industry inevitably leads to the 
view that one of our troubles is that there are just too many distrib- 
utors in business. 


Late last year, HARDWARE AGE made a tabulation of general line 
distributors doing business in various states. The results were quite 
startling. In Virginia, for example, we could identify some 58 genera! 
line wholesalers covering this state which yields but 2.3 per cent of 
national hardware sales. Twenty-one of these firms were quartered 
in this state. 


In Oklahoma, which accounts for 1.3 percent of national sales, there 
were 36 wholesalers covering the state. This tabulation does not in- 
clude the many specialty houses that also sell in these states with lim- 
ited lines. I think you would agree that there just isn’t enough busi- 
ness here to be profitable for all these firms. 


When business is good, as it has been since the war, this type of 
over-population can be tolerated. But once a real pinch is on, some- 
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Editorial 


continued 





thing must give and this is what is happening now. It is quite possible 
that we will see more effects of this adjustment. This same sort of 
thing is happening at the manufacturing level in many lines. 


Perhaps, from an impersonal viewpoint, we might say that this is 
the normal way in which our economic system works to correct an 
unhealthy situation. The firms remaining after this shakeout will 
very likely be in a much stronger position to do an effective job, at a 
profit. 


The dealer accounts that depended on Bingham are not going with- 
out merchandise. The day the official announcement was made, a 
dozen other wholesale firms were taking action to pick up the Bingham 
business. Some of the Bingham salesmen received as many as 10 job 
offers from other wholesalers and manufacturers. A ‘arge number 
of these men are already settled in new jobs. 


The Bingham business will likely be scattered over quite a few 
distributors. No one house, according to past experience, will get a 
majority of it. But each firm that picks up some of it will be in just 
that much of a better position to survive and do a more profitable job. 
To this extent, there is another side to the coin, a side that seems to 
have been overlooked. 


We don’t carry them... 


A neighbor recently visited a large variety chain store that sells 
large quantities of hardware. The following conversation took place: 


/ 


Customer: I’d like a % in. dowel rod. 

Clerk: What are they? 

Customer: Long, round pieces of wood, a half-inch in diameter. 
Clerk: Where do you use them? 

Customer: Oh, many places around the house and yard. 


Clerk: Oh, we wouldn’t carry that kind of stuff. 


This isn’t a funny story. It is rather tragic. I report it here 
merely to remind you that other retail outlets have their share of 
real headaches. 


Too often we are inclined to look upon the chains as master mer- 
chandisers who know how to do everything right and profitably. I 
know some manufacturers who seem to think that these big outfits 
have some kind of a secret on how to run the perfect retail store. 


None of this is true. The problems of a big chain are the same 
as those of a one-man store, except they are multiplied many times. 
Their bigness is often a disadvantage, rather than an advantage. In 
the end, they are dealing with the same basic tools as every hardware 
store... that is people. 


When we look at our competition, let’s be realistic and not build 
them up as supernatural giants. If you keep things in the proper 
perspective, you understand them better. When you understand them, 
you have a better chance of meeting them on equal terms. 
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YOU make 
40% 


more actual cash 
when you 


sell 


SPOT 


Your customers get the toughest 
sash cord made. Spot is the best 
all-purpose cord, too. It builds your 


reputation and you make 40% more 





<a, dine profit. So it pays to do the right thing — 


*" Guaranteed by 
Good Housekeeping 
ia a. 


0 
rs svansnw“s7 {or your customers — for yourself. 








Sune 1 . Ne ™: 
a. ‘Ge es . 
uleee—| Samson Cordage Works 


Boston 10, Mass. . . . Quality Cordage since 1888 


Two guarantees ...Samson’s ...Good Housekeeping’s 


Want more facts? Circle 105, p. 51 





WASHINGTON 
A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


A plan to curb favoritism .. . 


The Small Business Administration may soon be ready to offer 
real help to dealers in getting space in shopping centers. SBA 
head John E. Horne is leaning toward a plan of lease insurance 
for small firms, in the hope that it will encourage lenders to put 
up the money needed to rent store space. If Congress agrees such 
a plan of guaranteed rent payments is the answer, it could be set 
up in short order. Success of federal loan insurance programs, 
notably in FHA and VA housing programs, has encouraged Con- 
gress to try the idea in other areas. 


Fine points of new law... 


The driver of your delivery truck and his helpers are exempt from 
overtime provisions of the new wage law. Drivers must stick to 
local deliveries, avoiding Interstate Commerce Commission regula- 
tion, and be paid trip rates or by a similar plan. You must obtain 
Labor Department approval, verifying that your driver’s pay plan 
in effect reduces his work week to 40 hours. Meanwhile, overal! 
cost of the new Minimum Wage Law includes more than pay raises 
to covered employees. President Kennedy has asked an extra $7.2 
million to cover cost of administering new law. He also wants mini- 
mum pay for government workers. Money to pay these costs will, 
of course, come from tax revenues. 


Turpentine may be cleared... 


Sagging sales of gum turpentine may get a shot in the arm next 
week, if the government decides turpentine is not a toxic poison 
after all. Industry officials say turpentine prices have dropped 
about 50 percent since the Department of Health, Education and 
Welfare listed it as a poison under the Hazardous Substance Label- 
ing Act (HA, Aug. 11, 1960). In April regulations were proposed 
to require poison labels on turpentine containers. Welfare Secre- 
tary Ribicoff will hold special hearings next week on the proposed 
regulations. If the talks do not produce evidence that turpentine 
is a poison, he said he will cancel the label order. 


Another round of postal hikes? .. . 


Keep your eye on Congress for possible action this year to boost 
postal rates. If Congress approves the administration’s bid for rate 
hikes, your mailing costs will go up. President Kennedy is pressing 
hard for a rate boost. Congress rejected his first bid, agreed to 
reconsider the idea after the White House shot back an alternate 
plan. Kennedy already faces a $4 billion budget deficit in the fiscal 
year just starting. It will go much higher if postal fees remain 
unchanged. Under the latest proposal, first class mail would go 
from 4 to 5 cents, air mail from 7 to 8 cents. 
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Display MASTER PADLOCKS prominently in 
your store and cash in on the constantly 
growing demand created by outstanding 
MASTER ads every month in America’s leading 
magazines. Check your MASTER stock... 
and order from your wholesaler today! 


\ 


(iy Q Grr ~“ \ A 
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Master Padlocks 


EVERY ONE AN OUTSTANDING VALUE 


Master Jock Company. Milwaukee 45, Wis. ¢ Would4 Largest Padlock Monufactinrord 
Want more facts? Circle 106, p. 51 
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HARDWARE BUSINESS 


Ourlook 


TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


1962: Crackerjack year? .. . 


An early official look at 1962 business prospects brings joy to econo- 
mists. Why? There’s little dissension with Treasury Secretary Dil- 
lon’s recent forecast putting 1962 output of goods and services at 
8% ahead of the 1961 pace, and this pace has begun to quicken. 
Boiled down, the forecast calls for a gross national product in ’62 
of some $555 billion. This would be $40 billion more than the figure 
of $515 billion for this year. GNP is seen climbing to $530 billion 
by this year’s end, and this foretells a big Fall pickup in goods and 
services if accurate. 


1961: The pulse quickens .. . 


Total retail sales have hit a good stride. They point to a strong Fall 
market for dealers who haven’t pared stocks too low. After an early 
Spring noted for capricious weather that snarled sales everywhere, 
May and June produced strong retail volume. May was $200 million 
better than April this year, though a mite softer than May, 1960. 
June began encouragingly. Despite this general firming of the econ- 
omy, merchants are not restocking puny inventories in line with 
better sales. Too many are content to chance lows on slim stocks, and 
depend on reorders to cover surges in demand. 


A rival you can copy... 


A new competitor is entering the arena, but you could copy him and 
gain thereby. The basic idea is door-to-door selling in revamped 
form. Many key department stores are setting up units for house-to- 
house sales. A special battery of salesmen, on straight commission 
(said to be 25% of retail), will show merchandise via home shop- 
ping service catalogs. Goods will be delivered free and at once, and 
on stores’ regular credit terms. The big thing is backing of the 
store behind all such sales, removing any fly-by-night taint. 


Wholesalers weigh their costs... 


Practice of paying freight on dealer shipments is getting closer 
scrutiny by wholesalers. The feeling: The custom is being abused; 
may be a significant profit leak. It seems likely that more whole- 
salers slowly will undertake to eliminate most freight payments on 
shipments. And, despite sporadic dealer objections, trade sources 
foresee more wholesalers setting minimum order quantities for 
dealers. Trend is seen as setting a penalty on orders below a speci- 
fied dollar volume. Why the pressure? There’s a growing realization 
that orders with small line billing cut into profits. Some dealers 
say: “If there’s a small-order penalty, then a bonus should reward 
large orders.” This view being studied carefully. 
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ELL NOW = PAY LATER 


Your jobber can now deliver 
Supreme Versamatic and Versamate 


for your Fall and 








HERE’S ALL YOU DO: 


1. Order Supreme Versamatics 
and Versamates from your jobber 


Christmas selling— | during July, August, ond up to 


September 15. Tell him you want 


with deferred billing! petnienaces 


Sell now— 


You can sell big-demand nationally 
advertised Versamatic and Versa- 
mate throughout the big Fall selling 


period—without investing a penny! 


Don’t wait for your wholesaler to 
call this “‘dating’’ program to your 
attention. Call him now. Keep in 


Fm" VERSAMATE 


Like Versamatic but does not reverse. 
Same power increase. Versamate puts 
your drill into low gear for heavy 
jobs. There is no better tool made 
for driving screws. List Price — $9. 95. 
Dealer Profit — $3.33. 


pay later ! 2. Display them... feature them 


.+.and bank the profits. 


tad thet w p : h 3. Your jobber will bill you later! 
min at you can earn as muc Depending on your credit relation- 
as $1000 clear profit on these tools ship with him, this could mean 


during the balance of 1961. But you December, ‘61 or even January, 
must act at once. Demand will ex- 
ceed supply inavery short while,and 
this offer will be good only in July, 
August and part of September! 


Su Order Supreme 
contlagtion package No. 6500. 
Contains 2 Versamatics, 1 Versa- 
mate and FREE pilfer-proof dis- 
play. Better order early and better 
order several. They may be hard 
to get in September. 


FOR 25,000,000 Power Drill Owners... 


VERSAMATIC 


is the most-wanted of all tools! 











PRODUCTS 
CORPORATION 


2222 S. CALUMET « CHICAGO 16 
PRECISION ASR PRODUCTS 
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MERCHANDISING 


+ newsietier 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


ELECTRONICS MAY END YOUR SHOPLIFTING LOSSES. A new missile-age device 
Searches thieves .. . through their clothing, handbags, packages, 
etc. Said to rule out guesswork and possible false-arrest suits, 
this "sensing-detection" equipnent is fully effective against 
customers and employees who steal. The figure's in the $billions 
annually. Of course, the persons being searched don't know it. But 
Stolen, hidden items trigger an alarm or signal-locking device at 
exits when an electronic field is disturbed. If as sure as noted, 
this transistor detective quickly would pay for itself. 





























NON-STICK COOKWARE'S A SURE BET, BUT BE WARY. The nation's top buyers 
are agreed that ‘Specially coated utensils for dry, fat-free 
cooking will zoom to new highs this Fall and Winter. Spearheaded 
by fry pans, which bowed at about $7 a few months ago and now 
list at $2.89 up, the special coatings are being applied to 
other utensils. There's evidence of immediate consumer acceptance 














of coated electric items and most types of pot 'n pannery. Though 
there is no question of hot sales potential for dealers who push 
these products early and hard, watch competition carefully. 








LATE-AUGUST PROMOTION A PUZZLE? OPPORTUNITY BECKONS. Back-to-school 
business has become formidable in recent years, will help you 
Start the Fall season with a bang. Fully one-fourth of our popu- 
lation (46% million) trudges to schools and colleges around Sept. 
1. It's a tremendous promotion theme for bikes, luggage, vacuum 
and sporting goods, padlocks, and the like. But your buying and 
planning time is now. See your suppliers now. Pick items, budget 
ads, and plan displays now. Seize this brief but huge opportunity 
now. 

















WANT TO MOVE WHERE THE MONEY IS? INSPECT THE SUBURBS FIRST. It would 
seem now more than ever that the best growth prospects for dealers 
are on the fringes of the big cities. The population gain in sub- 
urbs of our leading urban areas was 47.2% in last 10 years. This 
is up from 36 million in 1950 to 53.3 million last year. In that 
time, 189 metropolitan areas, the city proper, grew only half as 
much: A hair over 24%. Rural population declined. Perhaps the 
"soaring suburbs" would be an appropriate label to influence the 
thinking of dealers planning to move or expand soon. 
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SELL MORE ROPE BY MERCHANDISING 
HERE’S THE ONLY COMPLETE LINE 


NYLON MERCHANDISER 


A complete Nylon 
Rope Department 
only 24 inches 
high and less than 
1 foot square. 
Rope sizesare ¥,”, 
'¥ y,” and 4,” 
-.. your choice as 
to size assortment 
on the 4 reels. Dis- 
play rack FREE 
with order for 4 or 
more spools of 
100% Nylon 
Braided Rope. This is a high turnover, 


high profit item. Ask for the King Cotton | 


No. 5050 Rope Rack. 


POLYPROPYLENE 
TWISTED ROPE 


The newest synthetic fiber rope, poly- 
propylene is strong, tough, highly abra- 
sion resistant, unaffected by mold, mil- 
dew, acids, alkalis, oils or grease, and 
it's so light it floats. This merchandiser 
contains 5-50 ft. coils and 5-100 ft. coils 
of Twisted Polypropylene Rope. Natural 
color. FREE rack. Ask for King Cotton No. 
711 Rope Rack. 


MARINE ROPE CENTER 


A low inventory, 
low cost, merchan- 
dising display... 
now you can get 
your share of the 
fast growing ma- 
rine trade. Each 
rack contains one 
spool each of ,” 
Vinyl coated Tiller 
Cable, %4” Poly- 
ethylene Rope, 
ae. “* and x,” 
100% Nylon 
Braided Rope. All 
fast moving items. Rack is only 24” high 
and takes up less than 1 foot square of 
counter or shelf space. Ask for the King 
Cotton No. 3050 Rope Rack. 


MANILA ROPE RACK 


Complete rope depart- 

ment in only 2 sq. ft.; 

low, compact unit. You 

can stock popular sizes 

right on this rack; low 

inventory and high 

turnover in 2 sq. ft. of 

floor space. Connected 

spools let you sell any 

odd length or com- 

plete 50 ft. or 100 ft. 

spool units. Sizes”, 

6", Ye", Yo”, He” and %” diameter. Ask 
for Rack No. 7000. Also available Rack No. 
7400; does not contain 5%” or %”. 


POLYETHYLENE 
ROPE DEPARTMENT 


Small space (less 
than 1 sq. foot and 
24” high), low 
cost, low inventory 
way to get your 
share of this busi- 
ness. Widely used 
for ski tow rope, 
mooring lines, tent 
rope, barrier rope, 
utility rope, etc. 
Diamond braided 
polyethylene. Col- 
or is bright yellow. 
Each merchandiser 
contains one spool each of 44", %4", 4” 
and %” diameter diamond polyethylene 
rope. Rack is FREE with each order for 4 or 
more spools. Ask for the No. 3070 King 
Cotton Rope Rack. 


’ 





More profit per 
square inch than 
you can imagine. 
Only 17” high 
and takes up less 
than Y sq. ft. 
An easy way to 
get into the 
braided nylon 
cord business. 
Each rack con- 
tains one spool 
each of 4", %,”, %4"” and %,” diameter 
nylon rope. Ask for the No. 5080 King 
Cotton Rope Rack. 


IN ROPE! 


MULTI-FILAMENT SOLID 
BRAIDED JUNIOR POLYPRO- 
PYLENE DEPARTMENT 


P Perfect, low in- 
ventory system 
for getting busi- 
ness on solid 
braided poly- 
propylene rope. 
Newest synthetic 
on the market. 
Strong, abrasion 
resistant, un- 
affected by mold, 
mildew, oil, 
grease, acid, 

alkalis, etc. So light it floats. This sales 

builder contains one spool each of Ys", ,”, 

Y%," and %,”. Ask for the No. 3780 King 

Cotton Rope Rack. 


MULTI-FILAMENT SOLID 
BRAIDED POLYPROPYLENE 
ROPE SENIOR MERCHANDISER 


Strong, abrasion re- 

sistant and has a 

good working feel, 

plus a terrific re- 

sistance to oils, gas- 

oline, greases, acids, 

alkalis, mold, mil- 

dew, etc. So light it 

floats. Here is the 

coming number in 

your rope business. 

Profitable and high 

turnover. Each rack 

contains one spool each of the following 
sizes... Vg”, 46", %” and 344”. Ask for the 
No. 3750 King Cotton Rope Rack. 


DIAMOND BRAIDED 
POLYPROPYLENE ROPE RACK 


Water ski rope, life 

lines, swimming lane 

rope, tow rope, bar- 

rier rope, farm rope, 

tent rope, anchor 

line. Dozens of uses 

for this wonderful 

new synthetic rope. 

Diamond braid, 

Coast Guard ap- 

proved orange color. 

Each rack contains 

one spool each of 

“yf “%, a i,” and 

¥%” polypropylene 

rope. Ask for the No. 3000 King Cotton 
Rope Rack. 


Want more facts? Circle 108, p. 51 
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Butyl Rubber* 
Coating 


Calumet Farms, the 
home of Kentucky 
Derby winners Cita- 
tion, Tim Tam and 
Whirlaway, has al- 
ways been a show- 
place. Coat of Buty 
protects this fine 
property. 
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“COAT OF BUTY” restores deteriorating asphalt shingles 


Now the miracle of butyl rubber (the rubber that Apply ‘Coat of Buty” for positive protection 


never grows old) is combined with beautiful color © Not affected by sunlight, oxygen, water, extreme tempera- 
and Alcoa aluminum pigments to make a completely tures, acids, alkalies. 


new siding and roof paint. This coating will save e Seals cracks. . . Straightens old “cupped” shingles. 
property owners hundreds of dollars and put off ¢ Won’t slump. Resists hardening, cracking. 


asphalt shingle replacement for many years. © Far outlasts asphalt and paint-base shingle coatings. 


r ae EE EF e Use on asphalt and asbestos shingles — exterior metal and 


masonry surfaces. 


OVERALL PAINT & LEAD CO., INC., Cleveland 4, Ohio *A Butyl molecule js 


closer-knit . . 
subject to the changes 
‘ that produce deteriora- 
f tion in asphalt, ordi- 
nary rubber coatings, 
and paint. 


Gentlemen: Please send me full information on 
“COAT OF BUTY” Roof & Siding Paint. 


See your jobber or write 
fo the manufacturer: 


OVERALL PAINT & LEAD CO., INC. 


Cleveland 4, Ohio l 


aN 


Name 





Company 





Street 





City Zone —... State 








2 


| 
| 
| 
| 
| 
| 
| 
| 
L 
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colored aluminum coating 
made with pigments 





Calumet Farms stables winners under COAT OF BUTY 


Here’s the filly barn at Calumet Farms, home of turf 
champions Tim Tam, Whirlaway and Citation. No ques- 
tion, it’s a showplace, carefully maintained. The roof is 
protected with reflective, weatherproof Coat of Buty, a 
butyl rubber coating pigmented with Alcoa® Aluminum 
and made by Overall Paint & Lead, Inc., Cleveland, Ohio. 

Mr. Melvin Cinnamon, farm manager, states that Coat 
of Buty was selected for durability, harmonizing color 
and lower under-roof temperatures in summer. The 
bright reflective aluminum particles in coatings like Coat 
of Buty turn back much of the sun’s heat. 

Important point for dealers: There seems no limit to- 
day to the market for colored aluminum coatings. Private 
homes, of course. But think of the farm, industrial and 
institutional buildings in your area—big gallonage jobs. 


VWarc OA ALUMINUAA 


fi PIGMENTS, PASTES & POWDERS 





Now you can offer all the durability and protection of 
an aluminum coating plus a choice of decorative colors 
(Coat of Buty is available in five). No wonder dealers 
everywhere are enthusiastic. Here’s an important market 
that’s barely been scratched. If you’re not stocking, don’t 
you think it’s high time? 

Aicoa does not make colored aluminum coatings, 
but we will be happy to refer you to reputable manu- 
facturers who do. For our informative booklets, please 
send the coupon. 


For exciting drama watch “Alcoa Presents” 
every Tuesday evening—ABC-TV 


Aluminum Company of America 
1755-G Alcoa Building, Pittsburgh 19, Pa. 


Please send your free booklets: 
_| Painting With Aluminum 

Aluminum Roof Coatings Make Time Stand Stil/ 
Name | 





Company 
Address 
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IF YOU SELL 
GOOD PAINT= 


GUM TURPENTINE 


the original 
standard Paint Thinner 


You wouldn’t sell a diamond in 
a brass setting—so why sell sub- 
turps with Good Paint. Gum Tur- 
pentine is the original, fool-proof 
paint thinner for oil-based paints, 
enamels and for varnishes. It pen- 
etrates properly to anchor the paint 
—enriches the paint film. Nation- 
ally advertised in leading mag- 
azines. Order a good stock of Gum 
Turpentine today. The AT-FA seal 
is your assurance of genuine spirits 
of Gum Turpentine. 


AMERICAN TURPENTINE FARMERS ASSOCIATION 
General Offices: Valdosta, Ga. 


count ~~ or 
* Guaranteed by 
Good Housekeeping 
” 
ras ADVERTISED 


nl 


\\\\ 


\\) \\ \\ 
OAS \\ 
MM 


ZY, 





Want more facts? Circle 111, p. 51 A 
18 © HARDWARE AGE, july 13, 1961 Want more facts? Circle 112, p. 51 > 








(D 
& 
bud 
Y) 
«D, 
O 
C 
= 
O 
C 
o 
40 


reatest 


d campaign 


‘. 
a 


WINCHESTER 





| Great ads... 


in America’s greatest magazines. 


32,000,000 people 


most of your customers — will be seeing these 
Model 59 ads in almost every magazine they read — in 4-color spreads and 4-color pages. 
Everybody will want to see and try the new “glass barrel” gun. 

Put one out where they can handle tt: 


it’s the only gun you've ever stocked that sells itself by the way it “swings.” 


POST _ 





Now from the famous gun laboratories of 
Winchester comes the greatest advance in 
over 600 years of gun-making: Win-lite: the 
incredible glass fiber barrel. 





This shotgun is Winchester’s Model 59. Its 
weatherproof Win-lite barrel is made with 
500 miles of glass fiber fused and bonded to 
an extremely thin steel tube creating a barrel 
much stronger than steel at nearly half the 
weight of conventional barrels. 


The amazing new floating-action chamber 
reduces recoil effect by 20 per cent. The in- 
scribed receiver is aluminum. It will never 
rust. The Model 59 weighs 6!/2 pounds. $149.95. 
It is the strongest, fastest shooting lightweight 
automatic ever made. It is a totally new expe- 
rience in shotgun handling. It will stand with 
Winchester's all-time greats. 


WINCHESTER-WESTERN DIVISION 


ihmcnmesees Olin 





Who lifted 12 million pounds from the hunter’s shoulder? 


Great supporting ads: 





*According to Sportsman’s Service Bureau, about 7.9 million of today’s 18.5 million hunters use automatic shotguns. 


Not so long ago, the weight of an automatic __ replacing steel with aluminum at key points. 
shotgun could turn a day’s hunting into an Result? The lightest, strongest, most effi- 
endurance test. But how todropthe pounds’ cient automatic shotgun ever made. Free- 


and keep the strength? The Swinging, magnificently bal- 
Winchester-Western Divi- a“ anced, it fairly leaps to the 


Be 
sion of Olin came up with the shoulder, to get the jump on 
answer: a completely new Vv a rabbit or foil a pheasant in 
concept in firearms. They its flight. The Winchester 
lopped nearly a pound off the barrel by wind- Model 59 makes a great sport greater » An- 
ing 500 miles of glass fiber around a thin _ other creative solution to a problem...from 


steel tube. They dropped more weight by — the Winchester-Western Division of Olin. 


OLIN MATHIESON CHEMICAL CORPORATION, 460 PARK AVENUE, NEW YORK - CHEMICALS - ENERGY - INTERNATIONAL - METALS - PACKAGING - SQUIBB - WINCHESTER-WESTERN 





Great 


Youll be getting a full merchandising kit 

of traffic stoppers for your store: 

window streamers, counter cards, and a great 
new display for mounting the Model 59 
itself—and much, much more! 

All designed to make your selling job easier. 
Use them! Display them! Take advantage 
of all this selling power. 
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Greater 
volume: 


We think this new gun will stand 
with Winchester's all-time greats. 
We are positive that this 

ereat advertising and merchandising 
program will bring you 


greater sales in guns...and help you 
sell those great Winchester and 
Western “red shells.” 


— 


You ve never had a Meson tin 
winner like this S 2 7 
W inchester- Western oe 
Profit Making 

sustoee sums mii 


Program! SUPER TARGET LOAD “™ 





ae 


Yéein  _UNCHESTER 4 WINCHESTER 


SUPER-SPEED 


| | JPER TARGET LOAD 
SHOTGUN SHELLS SHOTGUN SHELLS 





Theme of NRHA Congress: 


NRHA Congress 





How can dealers face up to 


changing distribution patterns? 


Key to long-range future: What services 


customers will pay for in buying hardware 


What’s ahead for hardware deal- 
ers? How are dealers going to 
cope with changing patterns of 
distribution? What’s the trend in 
distribution costs? 

These were major questions on 
the long range future that 
emerged from the program of the 
62nd annual Congress of the Na- 
tional Retail Hardware Assn. July 
9-13 in Denver. 

The key to possible answers, as 
a guide to dealer thinking on the 
long range future, was: Consider 
the customer and the way he 
wants to buy hardware. 

One speaker put the choice: for 
a dealer to be a volume distribu- 
tor, or a service distributor, or 
maybe a combination depending 
on the specific department in the 
store. 

For the problems of the more 
immediate future, there were 
speakers relating their experi- 
ences with association programs, 
on the handling of cooperative ad 
funds, on credit selling, on the 
Turnover Handbook. 

The remarks of speakers on in- 
dustry problems are published in 
this report of the 62nd Congress. 

The election of officers moved 
Anthony R. Manno, Medford, Ore., 
from vice-president to president. 
Rupert B. Watson, Atmore, Ala., 
president, became a member of the 
advisory committee. 

Joe B. Baker, McGehee, Ark., a 


director, was elected vice-pres'- 
dent. H. Taylor Zettler, Colum- 
bus, Ohio, was elected a director. 
Carl E. Graeff, Dayton, Ohio, has 
completed his tour of offices from 
director through the presidency 
and retired from the advisory 
committee. 

Non-industry speakers were 
spaced throughout the program to 
provide a change of pace with 
hardware industry speakers. 


The July 11 program was closed 
with an address by Dr. Carl S. 
Winters, General Motors Corp., 
Detroit. On July 12 the speaker 
was J. Lewis Powell, Alexandria, 
Va. Speakers at the closing ses- 
sion, July 13, were Howell Ap- 
pling, Jr., secretary of state, Ore- 
gon, and Dr. John H. Furbay, 
Trans-World Airlines, New York. 

A special program for the wives 
was held on July 12, a breakfast 


to report of the 62nd Congress of the 
National Retail Hardware Association 


Page 


The challenge in changing distribution patterns ate? 


Officers of the 1961 Congress 
Officers for 1961-1962 


The new president: Anthony R. Manno 


President's address 


How important is brand image? 


Don't sell the hardware business short 


Let's team up for profits 


Credit boosts sales 


28 
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Applause greets speaker from delegates at 62nd annual NRHA Congress. 


followed by a speaker. For the 
children, there was a trip July 12 
to Lowry Air Base. 

The family outing was held July 
11. Delegates and visitors were 
taken to Central City, famous for 
its old-time mines, opera house, 
and historic buildings. Then the 
group went to a dude ranch for a 
chuckwagon dinner. 

The Congress opened July 9 


Two addresses to come 


Two addresses given at the 62nd 
annual Congress will be published in 
the Aug. 10 issue. They are by John 
B. Valentine, Valentine Hardware Co., 
Boulder, Colo., and Lynne King, Ash- 
ton Brothers Co., Vernal, Utah. 


with committee and the board of 
governors’ meetings. That eve- 





President 
*Anthony R. Manno 
Medford, Ore. 


Vice-president 
*Joe B. Baker 
McGehee, Ark. 


Managing director 


Russell R. Mueller 


Indianapolis, Ind. 


Directors 


Kenneth Cayce, Jr. 
Hopkinsville, Ky. 


Melvin A. Johnson 
Grimsby, Ont., Canada 


Daniel V. Love 
Huntington, W. Va. 


Wendell Neelands 
Clio, Mich. 





Officers of the 
National Retail Hardware Association 


Elected at Denver, July 13, 1961 


Advisory committee 


*Newly elected 


Hardy Rickbeil 
Worthington, Minn. 


Charles E. Ruggles 
Guerneville, Calif. 


Russell Selkirk 
Cobleskill, N. Y. 


Wilbur S. Sweetnam 
Peoria, Ill. 


*H. Taylor Zettler 
Columbus, Ohio 


Glenn W. Aspinwall 
Hawkeye, lowa 


Rupert B. Watson 
Atmore, Ala. 








ning the national association offi- 
cers, directors and past presidents 
held a dinner. 

State and regional association 
boards held meetings throughout 
July 10. That evening there was 
the first social function, the Pres- 
ident’s Reception. The roll call of 
states proceeded on schedule until 
the northwest group was called, 
a signal for a demonstration for 
“Manno for President.” 

The first speaking program was 
held on the morning of July 11. 
Pres. Rupert B. Watson gave the 
keynote address. Other industry 
speakers were Howard L. Rich- 
ardson, president, The Stanley 
Works, and William W. Pries- 
meyer, Fuller & Smith & Ross, 
Cleveland, Ohio, advertising 
agency with extensive experience 
in the hardware trade. 

The second speaking program 
was on July 12. Speakers were 
John B. Valentine, president, Val- 
entine Hardware Co., Boulder, 
Colo.; H. R. Fenstermacher, own- 
er, Hadesty Hardware Co., Tama- 
qua, Pa.; R. C. Neely, Jr., presi- 
dent, Amarillo Hardware Co., 
Amarillo, Texas; and Lynne King, 
manager, Ashton Brothers Co.. 
Vernal, Utah. 

The industry banquet was held 
on the evening of July 12. 

The final session, on July 13, 
opened with a report of commit- 
tees and the installation of the of- 
ficers. A meeting of the board of 
governors July 13 officially closed 
the 62nd Congress. 

The 1962 Congress will be held 
in New Orleans, July 8 through 
12. 
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The new N resident... 





Anthony R. “Tony” Manno, full-time hardwareman 
since 1935, is the new president of the National Retail 
Hardware Association. 

NRHA elected him president at its 62nd annual 
Congress in Denver, July 9-13. 

Born in Chicago of Italian immigrant parents he 
attended public schools, Crane Technical School, and 
Crane Junior College. 

He began his business career at the age of 9 as a 
newsboy, after school and on Saturdays in the Chicago 
Loop district. He started his hardware career in 1926 
at the age of 12 working in the summer in a hard- 
ware store. In the fal! of 1926 he returned to selling 
newspapers. 

The Far West attracted him in 1933 when he moved 
to Crater Lake National Park near Medford, Ore., to 
be a clerk in the National Park Service. He also 
studied accounting and law courses through the Inter- 
national Correspondence School and University of 
Oregon Extension Service. 

In 1935 he began his full-time hardware career by 
joining Lorenz Co., Klamath Falls, Ore., hardware 
wholesaler, and worked in every department. His visits 
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... Lony Manno 


From left: interiors of new president's well-stocked, wide ais/e store: 
NRHA's first family—Mr. & Mrs. Manno, Anne 18, Louis 10; visual- 


front highway store is a self-contained show case: President-elect 
y 


Manno. 


to retail stores sparked his interest in store arrange- 
ment, display, and advertising. In March 1941 he was 
appointed office manager of the Lorenz Co. branch in 
Medford. 

Four years later he entered business for himself in 
Medford, Ore., and pioneered innovations commonly 
accepted today. He gave special attention to women 
customers. In housewares he installed more than 
enough fluorescent fixtures, painted the ceiling ivory 
color with pink and baby blue sidewalls. Fire engine 
red trim, with glass shelving, mirrored backgrounds 
plus overhead spotlights were used. Fasteners and 
heavy lines were located in the rear to pull traffic 
through the store. He selected the name Acme Hard- 
ware for brevity and because it would be close to the 
start of listings in the phone book. 

Two years later Tony moved his store to a glass- 
front building with twice the display space of his 
former quarters. In March 1958 he built his own L- 
shaped building on the outskirts of the downtown 
area. The present store has a main selling area 50 
x 114 ft, with both front and side parking areas. 

Tony began his association career when he joined 
NRHA in 1945. He was elected to the board of direc- 


tors of the former North Coast association in 1950, 
and was elected president of that group in 1953. He 
served three years on the NRHA promotion and sell- 
ing guide committee and was elected to NRHA’s 
board of governors in San Francisco in 1954. He was 
elected vice-president last year at the Philadelphia 
Congress. 

In 1935 he joined the Klamath Falls 20-30 Club, a 
young men’s service club patterned after Rotary, later 
becoming chapter president. He served the 20-30 Club 
as district governor and in 1939 was elected a member 
of its national board. 

A Scoutmaster in Klamath Falls and Medford, he 
was a founder and president of the board of directors 
and board of trustees of Medford YMCA. He has 
headed United Fund and Community Chest drives, is 
former state United Fund vice-chairman and twice 
headed the Medford Citizens Budget Committee. 

He attends Sacred Heart Roman Catholic church, 
is a Sir Knight of the Fourth Degree, K. of C. An Elk 
he belongs to Kiwanis, Medford Chamber of Com- 
merce, Knife & Fork Club and Rogue Valley Country 
Club. 7 
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NRHA Congress 





President's Address 





“ .. we would like to see the overall 


profit average to be the same as the top 


one third stores...7.15% before taxes...” 


by Rupert B. Watson 


president 


National Retail Hardware Assn. 


and president 


Watson Hardware Co., Inc. 


Atmore, Ala. 


On this very same summer date, 51 years ago, a 
group of 171 persons, composing the 11th annual con- 
vention of the National Retail Hardware Assn., 
gathered in Denver to take stock of the organization’s 
progress to date, to discuss the problems of the day, 
and to try to look into the future. 

The top topics discussed at Denver in 1910 were: 
Special brands; retailing jobbers; manufacturers who 
deliberately try to sell jobbers, retailers, mail order 
houses and users of premiums; and factory supply 
houses selling to factories and mines via catalogs and 
discount sheets. And there was also the parcel post 
question. 

Rural free delivery of mail had made Uncle Sam 
the messenger for the mail order houses, carrying 
their catalogs to farmers as well as to city dwellers. 
The struggle of the age was to prevent passage of 
the proposal to make Uncle Sam delivery boy, also, 
for the catalog houses by carrying merchandise by 
mail. 

In the 50 years since that convention in 1910, we 
have seen the growth of big government, big unions, 
big corporations, mass merchandisers and a jet age 
of speed that has annihilated distance. How have little 
hardwaremen fared in that time? 

Organization has been the salvation of hardware 
dealers. Statistics today accord hardware retailing a 
place among the top rated of all lines of retailing for 
stability and permanence. It’s true that our profit 
has been dropping for the past dozen years. We’re 
not happy with today’s merchandise profit of 1 percent 
or less, with total profit of 2.20 percent before federal 
income tax. 

We'd like it to be better. We'd like the over-all 
average to be like the top one-third of our stores— 
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5.80 percent merchandise profit, and a total operating 
profit 7.15 percent before federal tax. But how many 
retailers of any kind make that kind of profit today? 
Let’s look at the record. 

In department stores we see Marshall Field with 
2.04 percent profit before federal tax; Gimbel Bros. 
3.18 percent; R. H. Macy 2.51 percent; J. C. Penney 
Co. 6.64 percent. Catalog and chain stores—J. J. 
Newberry 3.53 percent; Gamble-Skogmo 2.93 percent; 
Western Auto Supply Co. 1.71 per cent; Spiegel, Inc. 
2.38 percent; Montgomery Ward 1.04 percent; and 
Sears Roebuck 8.95 percent. 

Food chains—Great A & P Tea 2.35 percent; Grand 
Union Tea 2.39 percent; Kroger 1.75 percent; Jewel 
Tea 3.19 per cent. Discount chain—E. J. Korvette 
1.00 percent. 

Independent hardware retailers’ little old 2.20 per- 
cent isn’t bad. Independent retail hardware profit- 
makers with 7.15 percent are right up in the top 
profit bracket. Of the companies listed, hardware 
profitmakers are second only to Sears Roebuck, which 
tops everyone in retailing profit. 

Hardware retailing is still a good business because 
independent hardwaremen have kept it so by helping 
themselves through trade organization. 

Through the years, at every stage of evolution and 
change, the hardware association has explored the 
way and set the course whereby members, by follow- 
ing directions and utilizing aids, could adjust and 
advance as the times required or afforded the oppor- 
tunity. 

In a period, as the present, with competition for 
the consumer’s dollar so diverse and so intense, and 
with profit so hard to make in any enterprise, our 
concern and effort must be to promote the hardware 





store so as to get more people into our places of busi- 
ness, to train our personnel, to manage our money, 
whether laid out for inventory or expended for opera- 
tion, so as to produce a better profit. 

I’m convinced that more of us would be ahead, 
very substantially, if we’d make full use of things 
the association has or suggests for us. The special 
promotions sponsored by the association for the bene- 
fit of the whole industry can be sales-makers and 
life-savers for us. 

For example, Hardware Week: Year by year, each 
spring since 1953, it has been lifting sales higher and 
higher in hardware stores for the period that it runs. 
This year in the face of falling sales in all retailing, 
hardware stores’ sales for Hardware Week, accord- 
ing to reports to Indianapolis, were within 1 percent 
of sales a year ago. 

How to get this gospel to the others is the question 
still to be fully answered. We can preach and prod 
and parade the results of those who do with the hope 
that those who don’t may still be moved to get on the 
sales bandwagon. 

Our industry is still far from having exhausted the 
possibilities for larger sales and profits through easy 
terms. The fantastic profit percentage rolled up by 
Sears Roebuck last year, when compared with other 
retailing of all kinds, chain and independent, was due 
in very large degree to Sears’ exploitation of credit 
selling. No money down and easy payments that only 
a few years ago were regarded as radical and rash 
have become the golden key that makes retailing 
really rewarding. 


Credit: one of best profit makers 


Fortunately, the association worked out a budget 
plan for hardware stores several years ago. It marked 
a distinct change of philosophy for oldtimers in the 
retail hardware business who felt that credit of any 
kind was at best only an accommodation to the cus- 
tomer to be endured grudgingly by the dealer. Today, 
the majority of association members use installment 
selling to some degree and many of the best profit- 
makers are making it as easy to buy in their hard- 
ware stores as any place the customer might go— 
even to a Sears store. 

Many members are passing up a substantial assist 
from manufacturers in failing to use the ad mats 
which they can have for the asking and then get pay 
for using in their store newspaper ads. 

This is the latest facility launched by NRHA. Some 
of our best known manufacturers are represented in 
the ad mat book and there are several hundred 
thousands of dollars set aside by these manufacturers 
for use by hardware dealers. 

The story of Turnover Handbook, of course, has 
not been finished. Indeed, there will be no end to it 
for it can go on until the end of hardware retailing, 
performing its useful service to dealers and whole- 
salers and returning dividends in money and time 
saved and profits added. 

It is now my privilege to announce the availability 
of the Merchandising for Inventory Control book 
which NRHA has just produced. This is an adjunct 
to the Turnover Handbook and embodies the mer- 


chandise lists contained in the Stock Selection Guides, 
plus allowing for the remaining 20 percent needed for 
each store using the handbook. More than that, it is 
a guide to store arrangement, display and _ stock- 
keeping. 

The member who is using the Turnover Handbook 
will find in this new book the answer to his question 
of how to get the installation job done and stil! keep 
up with daily chores in a hardware store. The mem- 
ber who’s not yet using Turnover Handbook will find 
it valuable beyond calculation if only for showing him 
how to set up and merchandise his stock and keep it 
orderly, sightly, attractive and salable to shoppers. 

NRHA has been at the forefront of the campaign 
to keep retailing from Wage-Hour coverage and its 
accompanying bureaucratic control. With other re- 
tailers, we have manned the ramparts at Washington 
whenever Wage-Hour has been before Congress and 
brought to bear the support of Main Street at every 
recurring crisis. Always we had full success but 
always, too, there was increasing pressure as labor 
marshalled against us. 


We oppose control of local business 

This Spring our line was breached. Political maneu- 
vering under the new President, with some packing 
of Congressional committees, brought about passage 
of an amendment which was signed May 5 and will 
be in force in September, to bring large retailers 
under Wage-Hour. 

Our objection and opposition is no whit less either 
because the law has been passed or because it applies 
only to a small number of big retailers. We oppose 
the principle of Washington control over local busi- 
ness, no matter how it’s broken down, separated and 
spelled out. No sweet-talk by Wage-Hour advocates 
can erase or disguise the basic fact which, as we see 
it, is wrong and can be righted only by removal. 

Once the law is in operation with respect to any 
retailing operation, the regulators will use every ruse 
and excuse to extend and interpret it to bring in more 
and more firms. 

Re-writing the law to bring in those not already 
caught in its net will be the next order of business 
by its supporters. The Wage-Hour war, so far as we 
little retailers are concerned, has really just begun. 

We now have one good hope for a remedy to this 
condition in the Madden Quality Stabilization Bill 
which would permit a manufacturer to stabilize the 
price at which his trademarked products must be 
sold. Many of our best known manufacturers of hard- 
ware and housewares have joined with us through 
Quality Stabilization Associates to sponsor this legis- 
lation. 

It was introduced in the House on opening day, 
January 3, but it has no blessing or favor from the 
administration, is not on the President’s list of 
wanted legislation, and does not have a promising 
outlook. It can expect rough opposition from the 
legalistic minions of the Washington government 
executive branch, from the Department of Justice on 
down. They never have been able to see any virtue 
in any law or proposal for allowing little businessmen 
a little freedom to protect themselves against over- 
size and under-principled aggressors. 
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How important is brand image? 





“ .. distribution costs have been too 


high in relation to the manufactured 


value. The manufacturer, wholesaler, 


retailer must work together to make 


this distribution function more effi- 


cient, less costly ... 


It seems particularly appropri- 
ate that a representative of the 
Stanley Works should be talking to 
the National Retail Hardware 
Assn. on this subject since the 
Stanley Works has had 118 years 
of service to the hardware trade in 
building a reputation and a brand 
image. 

Before discussing brand image 
specifically, I think it is appropri- 
ate to set the stage with a discus- 
sion of hard goods distribution as 
we see it today in the Stanley Works, 
because the distribution of goods 
is an important part of the brand 
image concept. 

To my mind, an accurate and 
continual appraisal of market re- 
quirements is one of the most im- 
portant jobs that a manufacturer 
must do. 

At the Stanley Works we are 
making a continuing, intensive 
market research study. It is re- 
search that will continue to go on 
because circumstances change and 
I don’t need to tell you how dy- 
namic the situation is. I would 
like, however, to give you a few 
general conclusions and facts as we 
see them at the Stanley Works: 

(1) The independent hardware 
store is moving down in share of 
market, at least in hardware, hand 
tools and power tools. 

(2) The large, full-function 
wholesaler is sharply decreasing 
his share of this market, also. 

(3) Co-op and voluntary chains 
of various types will probably in- 
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crease in importance and in share 
of the market. 

(4) Discount stores, by what- 
ever name called, are here to stay 
—and regional and national chains 
will increasingly buy direct from 
the manufacturer. 

(5) The concessionaire, now op- 
erating in some discount stores, is 
probably a temporary phenomenon. 

(6) Older types of stores will 
tend to operate more like discount 
houses. The best known discount- 
ers of five to ten years from now 
may be some of the chain and de- 
partment stores we are familiar 
with today. 

(7) There is a_ strong trend 
toward lower cost distribution in 
the hard goods field. This is prob- 
ably simply an extension of the 
trend that has been going on in 
food distribution since the 1930’s. 
The lower mark-up, high-volume 
and turnover, very broad line, self- 
service store will be the wave of 
the future. 

(8) Wholesalers and retailers 
will carry fewer numbers of com- 
petitive brands of the same or simi- 
lar items. 

(9) To meet the needs of the 
customer, retailers will increasingly 
need to offer first quality goods 
with a well-known brand name, and 
with a money-back guarantee. 

(10) A manufacturer must have 
its goods in the stores where people 
buy. 

We have tried to do some hard 
thinking about the reasons for 
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President 
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these trends and how not only to 
cope with them, but take advan- 
tage of them. And I respectfully 
ask your consideration of our best 
thinking on this subject which is 
so vital—not only to you as retail- 
ers—but to the wholesaler and, of 
course, to the manufacturer. 

How ever goods may be distrib- 
uted, the economic function of the 
manufacturer and the distribution 
channel is (1) to provide goods 
that the ultimate consumer wants, 
and (2) to supply the maximum 
quality and utility in the product 
and distribution service for which 
the customer will pay. From the 
point of view of the manufacturer 
—distribution channel (and, re- 
member, neither consumes the 
product) both are interested in the 
profit opportunity. 

An efficient manufacturer offers 
the wholesaler and the retailer an 
opportunity for profit. It is only 
when we do contribute something 
for which the consumer is willing 
to pay that a profit is earned. In 
other words, we are performing 
economic functions and in the long 
run will be paid for them only if 
we perform effectively and if the 
customer wants them. 


The manufacturer, the whole- 
saler, and the retailer have a com- 
mon interest and a common goal, 
and speaking at least for the Stan- 
ley Works, I believe that manufac- 
turers must offer more leadership 
and take a more direct interest in 
the problems of distribution. 

I believe, in hard goods at least, 
that distribution costs have been 
too high in relation to the manu- 
factured value of the article. The 
manufacturer, the wholesaler, and 
the retailer must work together to 
make this distribution function 
more efficient and less costly. 

The manufacturer, by building a 
brand image, helps in efficient cost 
reduction by pre-selling the ulti- 
mate consumer. 


Advertising is a tool 


Private brands are harder to sell. 
If you agree that advertising is a 
valuable tool in marketing, you, the 
retailer, must do the whole job 
with a private brand, since, obvi- 
ously, the manufacturer is anony- 
mous and does not do any of that 
job for you. 

One of the major responsibilities 
of a manufacturer with a brand 
image to proteet and to build, is to 
develop, in the market place, a rep- 
utation as an innovator—a devel- 
oper of new products. 

Handling new products helps to 
build prestige for your store. 
Neither the prestige-building ele- 
ments nor the new products are 
available to you with private 
brands. 

In this matter of brand image, I 
would like to imported 
goods. 

[ believe that there is consider- 
able confusion about imports. To 
me, the real economic value of im- 
ports relates to the question of 
whether the import is unique in 
function or is a price-cutting copy. 

For example: If the American 
consumer wants Japanese silk or 
Italian pottery or a compact car 
like the Volkswagen, these can only 
be obtained through imports. We 
should encourage this type of im- 
port. Here the rest of the world is 
supplying us something either 
unique or better than we can do it 
for ourselves in the United States. 

But import competition which 
simply is a low-cost, price-cutting 
copy is vicious and destroys the 
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market for the American manufac- 
turer while simultaneously destroy- 
ing the mark-up profit for the 
wholesaler and retailer. 

The reason for this is that al- 
most invariably imports can be 
obtained by all comers, so that one 
wholesaler or one retailer in an 
area does not have a price advan- 
tage very long over his competitor 
—others will follow and gross mar- 
gins will just be pushed down for 
all. 

I would like to say right here 
that American manufacturers have 
a big job to do to improve their 
competitive efficiency. I believe, 
however, that domestic competitors 
will accomplish this job without the 
dumping of low-cost imports to 
force them. 

The fact we should remember is 
that as manufacturers, as whole- 
salers, and as retailers, we have 
been spoiled in the last 20 years, 
not only by inefficient practices 
built up because of the war time 
shortage of goods and allocations, 
but also because of the insidious 
disease of inflation. 

Have you taken your sales fig- 
ures over the last 20 years and con- 
verted them to constant dollars? 
You get quite a different picture 
than if you use the rubber band 
inflated dollars of the period. 

The same sort of thing occurs 
when we take our gross national 
product and put it in constant dol- 
lars. 

I often marvel that we Ameri- 
cans put up with such a valuable 
measuring stick as the dollar, vary- 
ing so in dimension as it has in the 
past 20 years. 


More goods for the money 


We hear a great deal these days 
about change and faster rate of 
change, and the dynamic economy 
in which we live. I believe that 
this is all true, but we must not 
lose sight of the fact that funda- 
mentals don’t change. 

One thing that is clear to all of 
us is that people want more for 
their money. Some functions, par- 
ticularly certain aspects of distri- 
bution, they apparently don’t want 
enough to pay for. Perhaps the 
most important change—and very 
likely this is made possible by the 
automobile—is to provide one-stop, 
combined shopping for soft and 
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hard goods and even food, without 
parking meters. You have probably 
noticed as I have, that families 
going on this sort of a shopping 
trip give the impression they are 
going to a carnival. 

Perhaps to some extent it might 
be said that the customer’s willing- 
ness to select his own goods, and 
push a cart, stems from a desire to 
spread money into some types of 
luxuries that were not possible in 
the budget before. 


Something for nothing? 


It has often been observed that a 
man who walks half a mile to save 
a penny on a loaf of bread, may 
well spend a hundred dollars on 
some new item of sporting equip- 
ment. And other people—or maybe 
this same man when he is in the 
sporting goods department — are 
willing to pay the full price for 
many purchases, but will be expect- 
ing more in the way of service. 

Since we all know you can’t get 
something for nothing in this 
world, unless you believe in per- 
petual motion, I wonder if we are 
not being forced to acknowledge a 
system where, in effect, the cus- 
tomer pays for the distribution 
functions that he wants, just the 
way he can now get two or three 
quality levels of an item with dif- 
ferent features in one store, as for 
example, a power mower. 

With the increase in variety of 
customer demands, maybe we 
should recognize that the customer 
who is willing to endure the rigors 
of huge parking lots, pushing his 
own cart, and getting little or no 
sales help, is entitled to pay differ- 
ently for the distribution function 
than the consumer, like myself, 
who likes to have the goods ex- 
plained, demonstrated, and sold to 
him by a sales person who under- 
stands their functions and value. 

The questions and problems of 
guarantee, as well as the broader 
aspect of customer satisfaction, 
significantly affect costs of distri- 
bution. 

A retailer, for example, is en- 
titled to compensation for his part 
in administering both his guaran- 
tee of customer satisfaction and 
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the manufacturer’s product guar- 
antee. 

On the other hand, the retailer 
must recognize that the manufac- 
turer should be compensated for 
his product guarantee and for his 
brand image influence on customer 
satisfaction. Further, both must 
recognize that they complement 
each other in these vital distribu- 
tion functions. 

You men at the retail level, I am 
sure, have been quick to see the 
need for development of a market- 
ing concept attuned to the demands 
of the customer. 

You recognize the importance of 
package designing and the need for 
continual improvements in this 
area; you recognize the need for 
new products and new product de- 
signs and, therefore, the necessity 
of the quality brand image. 

Moreover, you appreciate the 
keen intensity of competition and 
the increasing costs of communica- 
tion—in other words, the cost of 
advertising and selling. 

But, whether you as retailers 
choose the path of “volume” mer- 
chandising or “service’’ merchan- 
dising, or both, depending on the 





departments of your store, you are 
going to feel an increasing need, 
we sincerely believe, for  well- 
known, nationally-advertised, qual- 
ity brands in your stores. 

Motivational research on con- 
sumer attitudes has clearly shown 
that consumers have come to prefer 
the implied endorsement of a well- 
known or famous brand. Brand 
names indicate to the average con- 
sumer that he is buying good qual- 
ity, fair value for the dollar, and 
the latest in product innovation 
and features. 

I have tried to put some of to- 
day’s distribution problems in a 
frame of reference which makes 
some sense. To me the subject is, 
at the same time, interesting, im- 
portant, urgent and complex. 

We must, together, as manufac- 
turers and as retailers, overcome 
the softness and complacency that 
has developed in the last 20 years. 
We need to sell from strength, not 
from weakness. We must be for 
things, not against them. As an 
industry—and we are all in this 
same industry together—we must 
make the future, not just try to 
meet it, or worse, react after it 
happens. 

The hardware industry is not 
getting its share of the consumer 





dollars, particularly in view of the 
increase in discretionary purchas- 
ing power. 

How to do it? I have mentioned 
several elements, such as: New 
product innovation; lower cost dis- 
tribution and manufacturing to 
help us compete; opening up new 
markets; better merchandising; 
more advertising, and the full 
use of known brand names _ to 
strengthen consumer confidence. 

Each of us must look at the links 
in the chain he is responsible for 
and analyze to see what it is he 
really has for sale, and what he is 
asking the ultimate consumer to 
pay for that function. Maybe the 
consumer is not interested in pay- 
ing for the function at all, or 
maybe he would like it but we are 
doing it inefficiently and it is just 
costing too much. 

The real thing that forces us to 
take action is competition and I 
don’t need to tell you competition 
is with us here and now. 

I pledge the Stanley Works and 
our 8,000 personnel to put forth 
our best efforts to give more value 
to the consumer and to help make a 
fair rate of profit for our own 
shareholders, and for the retailers, 
and for the wholesalers in the dis- 
tribution chain. 


CLIP ET 


Don't sell the hardware business short 
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... Pm convinced that hardware 


dealers have the brightest future in 


retailing in America today .. .’ 


The challenge behind the words, 
“Don’t Sell the Hardware Business 
Short,” can be as exciting as 35,000 
independent businessmen care to 
imagine. 


by W. W. Priesmeyer 
Vice-president 

manager marketing services 
Fuller & Smith & Ross Inc. 
Cleveland, Ohio 
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We all know that the business of 
selling hardware is going to grow 
and prosper. The only question 
seems to be whether the hardware 
merchant, as we know him today, 
will get his share of this business. 
I will not discuss this 25 year ques- 
tion of your survival, because you 
wouldn’t be here if you were not 
successful. 

I’ve done considerable research 
on your markets, customer atti- 
tudes, and your competitors and 





I’m convinced you have the bright- 
est future in retailing in America 
today. Let’s consider the market 
situation in the year ahead. On 
this 9th day of July, the U. S. 
population is almost 184 million, 
about 3 million more than a year 
ago. The U. S. census predicts 31 
million more in the next nine years, 
a total of 215 million by 1970. 

More importantly to you, 13 mil- 
lion of today’s citizens will reach 
the age of 21 by 1965—20 million 
more by 1970. They’ll raise fami- 
lies, build homes and learn to be- 
come a do-it-yourself expert. You’re 
going to have more customers. 


The answer is "yes" 


But will business generally be 
good? 

A few weeks ago Secretary of 
the Treasury Dillon said “Yes.” 

He predicts that the 1961 gross 
national product will increase from 
last year’s $503 billion to $515 bil- 
lion. He expects the economic boom 
of 1962 to result in gross national 
product of $555 billion, an increase 
of $40 billion in one year. 

As related to the U. S. census 
estimate of retail hardware store 
sales, this should provide more 
than $300 million increase in sales 
in 1962 for the merchandise you 
sell. That’s 10 percent more than 
you sold in 1960. 

Most of the world raises grass 
for cows, but our average house- 
hold spends $120 a year to make 
grass look green and pretty. In 
part, this is due to the fact that 49 
percent of our population, some 55 
million people, now live in the sub- 
urbs. The trend is expected to con- 
tinue as our population increases, 
even though the central cities con- 
tinue to grow. 

Last year 57 percent of the $12 
billion spent on research and de- 
velopment was for consumer goods. 
Within 10 years, industry should 
spend twice as much annually. 

You will have new and better prod- 
ucts to sell, but you should know 
that manufacturers aren’t con- 
vinced that hardware dealers are 
alert enough to recognize the sales 
opportunities they offer you. But, 
there are exceptions ... as reflected 
by this letter received recently by 
a manufacturer from the manager 
of a hardware store: 

“Gentlemen: 
“It is not very often that I feel 


like writing manufacturers, wheth- 
er it is good or bad, but I feel this 
is an. exception. Last spring I at- 
tended a meeting held by my whole- 
saler. At that meeting one of your 
representatives demonstrated your 
line. I was impressed. 

“Up to that time we had never 
handled grass shears retailing for 
over $1.99 as I was told by my 
father-in-law, ‘more expensive ones 
don’t sell in our market, so forget 
it.’ I prevailed upon him to try 
six No. 22 shears selling for $3.25. 

“A year has passed since that 
meeting and our results are out- 
standing for our little store. We 
sold and sold and sold again your 
No. 22 grass shears last year, and 
we are starting this year the same 
‘vay. Our $1.99 shears were carried 
over and we still have them. 

“But this is half the story. Last 
week a woman customer came in 
for a grass shear. We showed her 
the No. 22 and gave a demonstra- 
tion like I saw at the wholesaler’s. 
She bought it—then not 10 minutes 
ago her two neighbors came in and 
purchased one each for themselves. 
We think the quality of the shear 
and our demonstration sells them 
in our market. 


The proof is visible 


“We take a trading stamp book- 
let, cut through it and show the 
customer how easy it is done, then 
let them do it, mentioning how 
other shears ($1.99 type) cannot. 
We also point out that grass is 
never thicker or heavier than the 
booklet. To date, we cannot re- 
member having lost a sale to a 
cheaper shear after having shown 
them our demonstration.” 

There are about 3100 discount 
stores and almost 2000 of them 
carry full lines, including a hard- 
ware department. Sales last year 
were $2.9 billion and they predict 
$4.1 billion this year. I think all 
these stores will continue to grow 
and to prosper for a while. There’s 
no question but that they’ve taken 
business from the independent 
hardware stores. They’ll take more 
from some of the independents. 
Sut, they can’t keep you from 
growing profitably! 

Consider this. 

Discount stores feature a limited 
number of nationally advertised 
brand names and comparative 
prices. Their principle is low cost 


operation, plus variable pricing 
policies, plus store traffic. These 
are tough factors in your profit 
squeeze, but they are not the ex- 
clusive prerogatives of the dis- 
count store. 

Most discounters need 28 percent 
gross profit from their hardware 
department to earn approximately 
1 percent net profit. NRHA reports 
its association member stores aver- 
age between 30 and 31 percent 
gross with 2.2 percent net. This is 
just a portion of the facts. The top 
8000 NRHA member stores aver- 
aged 26.8 percent gross, but they 
earned 7.15 percent net profit. 

This leads me to believe that you 
can afford to match the price of 
the discounter on certain products, 
at certain times, if you get suf- 
ficient turnover. Pricing does in- 
fluence turnover and a higher turn- 
over can produce the same net profit 
on a lower mark-up. In fact, if 
your handling costs, inventory, re- 
ceivables, self-service facilities, and 
stock turns are what your hardware 
association experts can help you 
achieve, you can have a lower cost 
operation than the hardware de- 
partment of your neighborhood dis- 
count store. 

I expect discount stores to kill 
some well-known brand names. 
And, it won’t take too long for dis- 
eount stores to become discount 
chains with controlled private 
brands. I’m confident this will lead 
the national brands of the hard- 
ware industry back to the indepen- 
dent hardware store. 


Look at the other side 


Let’s consider for a moment, 
“What can you do for your manu- 
facturer?”’ 

Concentrate on stocking con- 
sumer advertised brands. 

Expect the manufacturers to pro- 
vide real product quality, customer 
acceptance, the best packaging, and 
fair prices. 

Expect him to give you seasonal 
specials. 

Make complete product know!l- 
edge one of your strengths. Your 
customers will talk about it fast, 
but you can be sure that partial 
knowledge will merely get you a 
poor reputation. 

Read your trade journals 
thoroughly to be informed. 

Display consumer advertised 
products on premium counter space, 
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in windows and local advertising. 

Be so interested in a manufac- 
turer’s advertising and promotion 
that you squeeze the last ounce of 
consumer influences from every- 
thing he furnishes you, including 
his packaging. And if that’s bad, 
write the president of the company. 
You’ll get fast action. I’m on the 
receiving end, and I know some- 
thing happens. 

Let me remind you that maga- 
zines reach 9 out of every 10 house- 
holds in the U. S. And you’ll find 
television in 87.3 percent of all 
households. You can’t put sales mes- 
sages into the homes in your 
neighborhood for less than the %¢ 
that the manufacturer spends. The 
number of people that see a single 
issue of either Life, Look or the 
Saturday Evening Post totals be- 
tween 17 and 20 million people. 

Now, “What can you do for the 
wholesaler ?”’ 

First, choose your’ wholesaler 
carefully, select those selling 
brands the consumer recognizes. 

Be loyal to the wholesaler of your 
choice. You can be sure, if more 
retailers do this, each of you will 
have added strength and so will the 
wholesaler. 


You have a right to expect your 
wholesaler to provide product 
knowledge for what he sells. Make 
it your business to learn all he 
knows. He can tell you what’s mov- 
ing, and he won’t make many mis- 
takes. 

You should expect your whole- 
saler to do his job well, but don’t 
ask him to do yours. Your future 
depends upon him, and it is my 
opinion that all hardware dealers 
better find ways to keep their 
wholesalers successful, or manu- 
facturers will be forced to recog- 
nize the attraction of large volume 
dealers, whether or not they are 
discounters. 

Now, what can you do for your 
hardware association? 

Co-operate fully in the projects of 
your association. Virtually every 
move it makes has the thoughtful 
and earnest support of leading 
wholesalers and manufacturers, 
each of whom seeks to make your 
business more successful. 


I won’t take time to review the 
many association programs from 
store layout service, credit selling, 
local advertising, etc., except to 
mention National Hardware Week. 


Lets team up for profits 





6¢ 


... If we are to make more money 


we must be more professional in our 


methods; we must learn to live better 


with each other.” 


The Turnover Handbook is de- 
signed as a basic management tool! 
to allow the average hardware 
retailer to become more profes- 
sional in controlling stock and pric- 
ing merchandise. 

According to figures reported in 
NRHA’s cost of doing business sur- 
vey, the average reporting retailer 
had over $14,000 in excess inven- 
tory. Some dealers may not know 
what to do with $14,000 if you 
were able to free that much from 
unneeded stocks; however, I don’t 
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think that type of retailer is repre- 
sented here. 

Let’s consider some of the things 
you might do with this money. You 
could broaden stocks, offering your 
customers greater selection and 
appealing to more people. You could 
add new lines. Are your credit fa- 
cilities broad enough? Do you 
really make it easy for the cus- 
tomer to buy? This money could be 
used to put together a hard hitting 
credit department that will appeal 
to customers. 


I believe the experiences of 
thousands of dealers who make this 
an important selling program year 
after year to prove that Hardware 
Week helps build the local mer- 
chant’s image as Hardware Week 
headquarters in his neighborhood. 
It brings new customers to his 
store—this year 855,000 persons 
walked into an NRHA store and 
wrote their names and addresses 
on the Hardware Week Contest En- 
try Blank. Here’s proof of the op- 
portunity you have to make Hard- 
ware Week one of the most profit- 
able selling periods of your year. 


The manufacturer, the whole- 
saler, and your association promote 
this activity to accomplish these 
things for you. To leave out of your 
promotion of Hardware Week the 
products of the manufacturers who 
spend their dollars to underwrite 
the activity is not only disloyal, 
but, if practiced by enough re- 
tailers, will inevitably lead to the 
end of Hardware Week. And I can 
tell you first hand that some manu- 
facturers already question whether 
or not you appreciate their support. 
They need more evidence in the 
form of your all-out co-operation. 


by R. C. Neely, Jr. 
president 

Amarillo Hardware Co. 
Amarillo, Texas 


Let’s look at this another way. 
Research by NRHA and Indiana 
University shows that it costs the 
average hardware retailer 20¢ on 
the dollar to carry merchandise for 
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one year. If this $14,000 was trim- 
med from inventory, it would mean 
a saving of $2,800. 

Traditional pricing concepts, 
where the retailer merely adds 50 
percent to cost of the merchandise 
to establish his selling price, have 
seriously undermined the profit 
potential of hardware retailers. In 
following a rigid mark-up, the re- 
tailer is wrong both ways. Some 
items in his stock will not carry a 
20 percent markup and sell in 
today’s competitive marketplace. 
Others cannot be sold profitably 
with a 50 percent mark-up. 


Dollars or percentages? 

Dollar mark-up is as important 
in many cases as is percentage 
mark-up. Let us say that you buy 
a power lawn mower for $100 and 
sell it for $125. True, you only 
have a 25 percent mark-up, but you 
have $25 in gross profit. If it takes 
you a half hour to make the sale it 
delivers you pretty good wages in 
considering the amount of time 
spent. 

On the other side of the coin is 
the sale of a small ticket item. 
When you buy a pound of nails for 
12¢ and sell it for 18¢, you have a 
50 percent mark-up. But, have you 
really made any money? If it takes 
you five minutes to find, weigh out, 
package and ring up the sale of a 
pound of nails, you’re working for 
72¢ an hour. Looking at it this way, 
you can afford to sell lawn mowers 
at 25 percent mark-up a lot better 
than you can nails at 50 percent 
markup. One pays you $50 an 
hour, the other 72¢ an hour. In 
other words, you would show a 
much greater profit if you improve 
your turnover of such items as 
lawn mowers, power tools and items 
selling for possibly $10 or more. 

You should not strive to get a 
high turnover in small items such 
as thumb tacks, wire brads and 
similar items, because you have a 
greater cost in ordering and re- 
stocking those items than the profit 
that you have in those items. If you 
are content to get a two times turn- 
over per year in the items such as 
tacks and brads and devote your 
greatest effort to improving your 
turnover in items selling for $10 


or more, you will get much greater 
use of the money invested and 
realize greater net profit. 

Costs keep rising. I see no indi- 
cation on the part of manufacturers 
to raise margins for wholesalers 
and retailers. If you think we 


wholesalers can do something about 
shortening our margins and length- 
ening yours, you had better take a 
long hard look at our operating 
statement. 

If we are going to make more 
money, and I feel sure that we all 


Sample of inventory control and stock order used by Amarillo Hardware Co. 
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have the desire, we must become 
more professional in our distribu- 
tion methods. We must learn to 
live a little better with each other. 
The Turnover Handbook illus- 
trates what can be accomplished if 
we make a sincere attempt to ap- 
proach our marketing problems in 
a professional manner. It can and 
should usher in a new era of whole- 
saler-retailer cooperation. We don’t 
want to overload you with merchan- 
dise. We never have had that de- 
sire. We realize that a sale to you 
is not the end of our responsibility. 
We must follow through to help you 
sell the merchandise. We realize 
that if we, as wholesalers, are to 
be strong, you the retailer, must 
also be strong. That’s why we so 
wholeheartedly support this Turn- 
over Handbook project. It’s the kind 
of guidance we need to breathe 
profit back into our operations. 
When we entered this program 
we took a long hard look at our own 
method of doing business. If we are 


going to recommend stock control 
to the dealer, certainly it makes 
sense to us to practice this our- 
selves. 

Our initial efforts in our stock 
control program started about two 
years ago. We installed an IBM 
305 RAMAC and the associated 
equipment. This was no easy task 
since it was necessary that we es- 
tablish an IBM location number 
for each item of merchandise that 
we carried in stock. This took some 
time as we found for the first time 
we had accurate count of the num- 
ber of items that we carry in stock 
—approximately 47,000 items. This 
included our major appliance de- 
partment. We found that we had 
approximately 30,000 items in our 
hardware department alone. 

For each item we established our 
delivered cost, our dealer prices and 
a suggested resale price. We work 
very closely with the Turnover 
Handbook in establishing realistic 
pricing. 


Sample of the pricing service showing dealer cost and suggested retail. 
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We have checked several dealers 
who have been using this suggested 
resale schedule, which is shown on 
our packing slip as well as on our 
invoices, and these suggested resale 
schedules have averaged out better 
than a 50 percent mark-up for the 
retail dealer. 

After putting in these suggested 
resale schedules on our packing 
slips as well as invoices, we found 
that many of our dealers were 
using this pricing schedule and in 
some cases were getting greater 
margins of profit than they had 
been previously getting. However, 
the greatest single contribution that 
this suggested resale schedule made 
to the retailer was that the mana- 
ger could delegate the responsibil- 
ity of pricing merchandise to a 
lesser paid employee and devote his 
own time and energies in doing 
management duties and working on 
the sales floor. 

We also felt that our 305 RAMAC 
equipment lent itself to assisting 
the dealer in inventory control. We 
set out to test our program and 
ideas with one of our dealers. This 
dealer was most cooperative in 
working with us and getting our 
inventory control system to where 
it was a more workable and better 
understood program to the sales 
person on the retail floor. 


Control based on need 
It was our decision that if the 


stock control program was to work 
properly that it should be tailor- 
made to the individual needs and 
requirements of each retailer. With 
the help of this retailer we set out 
to list all of the items in his vari- 
ous departments. The items were 
listed in the same manner in which 
he would normally take inventory. 
In the event that a dealer car- 
ried more stock that he could get 
in the bin space on his fixture, the 
over stock was noted on the inven- 
tory control form with an asterisk. 
We also listed each item in the 
same unit that the dealer was ac- 
customed to selling this particular 
item. We also listed the standard 
package quantity in which the item 
was stocked by us. We also listed 
the season by quarters if the mer- 
chandise was a seasonable item. 
We also established our IBM loca- 
tion number, and lastly, we had the 
retail dealer determine what he felt 
was a maximum stock, depending 
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upon the desired turnover that he 
wanted. A space was left for the 
inventory to be taken. If the stand- 
ard package quantity which we 
normally carry this merchandise in 
our stock was within reason, then 
the quantity to be ordered should 
conform to the standard package 
quantity. If the dealer decided that 
his maximum quantity would not be 
as great as the standard package 
quantity, we are willing to break 
packages. 


No items are left out 


In order that this stock control 
program would work for every item 
in each department that was under 
inventory control, it was necessary 
that each item be listed on these 
forms, whether they could be pur- 
chased from us or not, in order that 
the retailer could determine the 
movement of every single item in 
that department. 


You will notice that since each 
item was listed in the same order 
that the merchandise was shown 
on the fixture, when taking inven- 
tory it was not necessary to refer 
to the nomenclature of each item to 
determine the stock quantity. It 
was only necessary to check about 
every tenth item in order to make 
sure that you were indicating the 
stock of the proper item. 

The retailer who contributed so 
much in getting this program un- 
der way indicated to us that any 
one of his employees could take a 
complete inventory of every item in 
a particular department in approxi- 
mately 1% to 2 hours. 

These inventory control sheets 
were padded in duplicate in order 
that this retailer could retain one 
copy and send us the other copy. 
This copy would be used by us as 
an order form and would be proc- 
essed without being rewritten in 
our office before going to our IBM 
department. The dealer would re- 
ceive the merchandise into his stock 
on the copy that he retained. Any 
merchandise that he did not receive 
would be so noted and would not 
be counted in determining the turn- 
over of this item. 

After about four to six months 
experience with this inventory con- 
trol program, this dealer revised 
his maximum stock for each item 
to correspond to the accurate turn- 
over which he was able to deter- 


mine for each item. After these 
maximum stock quantities were 
changed, the inventory control form 
was re-run by us and these changes 
in maximum stock were reflected. 


The next phase of our working 
with this dealer and helping him 
to achieve greater turnover was in 
submitting a pricing schedule, on 
another form, in the same sequence 
in which the merchandise was 
listed on the stock control form. 
This pricing schedule list was 
given to this dealer so he could 
determine how frequently we would 
send this pricing service for each 
of his departments, whether on a 
60 or 90 day basis. We noted this 
in our IBM scheduling department 
and at the time designated, this 
dealer would receive a new pricing 
service indicating only the items 
that had changed price since his 
previous pricing list. 

Since he received only the items 
that had changed price, it was only 
necessary that he make those 
changes, and he did not have to go 
back and review each item to de- 
termine whether they had changed 
price or not. 


The vital third phase 


The third phase in assisting this 
dealer was when the dealer advised 
us when he anticipated taking his 
inventory at the end of his fiscal 
year. Prior to his taking inven- 
tory, we listed on an inventory 
form for this dealer the items in 
the same sequence in which the 
merchandise was located on the 
fixtures of the various depart- 
ments. We listed the present dealer 
cost for each item that we supplied 
this dealer. 


Therefore, when he took inven- 
tory it was only necessary that he 
extend the quantity on hand times 
the cost and he could establish his 
dollar value of inventory per item. 
If there are items that we did not 
supply the dealer, it was only nec- 
essary that he show the cost of 
this merchandise and make his ex- 
tension after he had noted his 
quantity on hand. 


Through our IBM equipment we 
were able to list this dealer’s en- 
tire inventory, make the extensions 
and give him a total. The time in 
our IBM department amounted to 
less than two hours, including key 
punch time and tab time. 


NRHA Congress 





Now, the “proof of the pudding 
is in the eating” and here are the 
facts on our own company by using 
a similar inventory control system 
and reducing a great many dupli- 
cate lines and items. We have been 
able to reduce our inventory by 
more than 20 percent and are get- 
ting a much greater turnover and 
a greater return on our invested 
capital. 

For our dealer, here are the facts 
as he gave them to us. He had 11 
of 13 departments on our inven- 
tory control program. This dealer 
told us that in a nine month period 
of time he increased his sales by 
30 percent; he increased his turn- 
over from 2.54 turns per year to 
3.49 turns per year, and main- 
tained or improved his profit mar- 
gin on each department. He felt 
that his new fixtures accounted for 
some of his increase in sales, how- 
ever the inventory control program 
pin pointed his slower moving 
items. He was able to reduce his 
stock of these items and convert 
this amount of inventory into other 
lines which he had not previously 
stocked. It also permitted him to 
expand his time payment credit 
plan and his revolving credit plan. 


Since that time, other dealers 
who have put in our inventory con- 
trol program are experiencing simi- 
lar results in increased turnover 
and being able to convert slow- 
moving inventory to other items 
that would show a better turnover. 


A basic requirement 


One of our prerequisites is that 
the dealer have modern fixtures in 
order to get the greatest exposure 
of items to his customers. After 
that, it was only necessary to have 
the willingness on the part of the 
retail dealer to help set up this pro- 
gram and to take the inventory of 
the various departments on a regu- 
lar time schedule and the fre- 
quency on taking this schedule was 
based entirely on the turnover that 
the retail dealer desired for each 
of these departments. 

We are very pleased now, that 
NRHA has published a new book- 
let entitled “Merchandising for In- 
ventory Control” which assists the 
retail dealer in locating his mer- 
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chandise to conform to what the 
association store engineers con- 
cluded to be the proper location, 
after their basic research and 
analysis had been made in hard- 
ware stores across the country. 
We have also been encouraging 
our dealers to become more promo- 
tion minded. We have a regular 
circular program available, as well 
as one or more items which we of- 
fer as the bargain item of the 


month. Our sales promotion men 
are carrying the NRHA _ book 
showing the manufacturers that 
are providing funds for Co-Op ad- 
vertising and helping the dealers 
to work up copy using these prod- 
ucts for which the Co-Op funds are 
available. 

We are also showing retailers 
the improvement in sales that 
other retailers are getting by put- 
ting in modern store fixtures and 
making their stores a place that 
people like to come because of 
pleasant surrounding and friendly 
salesmen with the proper product 
knowledge. 


Credit boosts sales 





by H. R. Fenstermacher 
Owner 

Hadesty Hardware Co. 
Tamaqua, Pa. 


Our store is an old one as stores 
go—established in 1857—and as I 
sometimes look back over the old 
ledgers, we've been engaged in 
credit selling since that time. 

Until the middle thirties, our cus- 
tomers paid the same price for 
merchandise regardless of whether 
paid for in 30 days or 30 months. 

By 1934, however, with high ac- 
counts receivables and very little 
cash, it was apparent that if we 
were to survive it would be neces- 
sary to get a greater turnover of 
capital. Broad term payment plans 
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were relatively new at that time and 
our first experience was in home re- 
pair field financing through a New 
York Acceptance Corp. 

From this beginning in the mid- 
dle thirties, the constant reminder 
that ‘‘a cash customer is anybody’s, 
a credit customer is yours,” and 
the noted change in consumer buy- 
ing habits, we have broadened our 
credit policies until today we offer 
six credit services: 


(1) A convenient 30 day charge 
account—tthis, of course, is one we 
are all familiar with. 

(2) A budget plan—some foiks 
call it revolving credit, on which 
we charge a 1% percent service 
charge on the unpaid balance at 
the end of each month. 

(3) A time payment plan on 
which the credit service charge of 
10 percent per year is added at the 
time of sale. 

(4) A nome improvement plan 
—just as the title implies, for big 
ticket home modernization sales, 
with terms of up to 60 months 
using our bank or other lending 
agency, no recourse to us. 

(5) A lay-a-way plan. 

(6) Gift certificates. 

Our sales figures for 1960 show 
that 23 percent of our sales were 
cash sales, 24 percent on 30 day 
charge or open account and the re- 
mainder, or a whopping 53 per- 
cent on credit. Even more impor- 
tant, 24 percent of our profit be- 
fore taxes came from _ budget 


charge income, rebates in cash and 
reserve account credits. 

I suspect that your questions are 
“What can it do for me?” or “What 
can I gain by selling on broad 
credit terms?” 

Let’s see what it has done for us: 

(1) More store traffic—this is 
natural enough because the cus- 
tomer must come to our store to 
make payments. We carry it a step 
farther and insist that all pay- 
ments, regardless of where due, 
are made at our store. We find 
that we are well rewarded for the 
slight extra work in forwarding 
payments. 

(2) More sales—direct result of 
store trafic and impulse buying. 

(3) Higher unit sales—because 
we ve made it easy to buy. 

(4) Greater customer loyalty. 

(5) Fewer overdue accounts— 
because we’ve established a policy 
and a complete understanding re- 
garding our terms. 

(6) Better competitive position 
—price is no longer the main fac- 
tor when we offer the same terms 
as the large chain or department 
store. 

(7) Additional profit dollars— 
you just can’t find a better invest- 
ment return. 

(8) Better profits—because our 
store is modern with up-to-date 
policies—informed salespeople. 

I would offer, too, a word of cau- 
tion. Unless we had implemented 
our credit selling pregram with a 
firm collection policy I am certain 
we could not have achieved the 
same results. 

There just isn’t any magic for- 
mula for credit selling. We just 
can’t hang out a shingle telling our 
customers we sell on credit and 
wait for something to happen. 

We’ve got to make it happen and 
we do this by telling our buying 
public in: 

(1) Newspaper ads—every ad 
we run advertises our easy terms 
—no down payment, etc. 

(2) Direct mail—letters, circu- 
lars, ete. 

(3) Signs in our store—this is 
perhaps the most important of all. 

(4) Our sales people—it is most 
important that everyone on our 
floor know our credit policies. 
What a job they can do when prop- 
erly informed. 

(5) Follow-up—to keep accounts 
active and buying at our store. 
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HEAT FASTER because of the 
wide ribbon element, 
radiant reflector. 


HEAT SAFER because of the 
concealed tip-over safety switch 
which shuts off current if heater 
tilts or overturns. 


WARRANTY 
Atlas-Aire Electric Heaters are guaranteed against defects in work- 
manship and material. Should parts become defective in normal 
use within a period of one year from date of purchase they will be re- 
paired or replaced, provided the heater is used on voltage circuits 
indicated on the heater, and provided the heater has not been 
subject to misuse or abuse. 





warm 


© Thermostat automatically controls temperature 
within wattage range setting. 


© Concealed safety switzh—instantly shuts off if 
heater overturns or even tilts as much as 30 
degrees. 


¢ Neon light glows when heater is on... 
bulbs to replace. 


e ‘Instant Heat" wide-ribbon element for fast 
warm-up and long life. 


© Highly polished aluminum heat reflector. 

© Convection blower forced heat. 

© Soft-blue charcoal finish cabinet. 

e Sturdy grill... heavy chrome over nickel. 

© Deluxe gold-color non-corrosive metal handle. 
© Gold-color trim on control panel. 

© Non-marking black feet. 

© 141/g” high, 157/g” wide, 8'/s" deep at base. 
¢ Shipping weight: 11 Ibs. 


STOCK THE HEATERS THAT ARE STYLED TO MOVE FAST AT FULL MARGIN 


ATLAS TOQL &€ MANUFACTURING COMPANY 
Founded itn 1926 
5147 Natural Bridge Boulevard « St. Louis 15, Mo. 





The designer touch is richly apparent. You see it in the curve of the handle, in 
the sweep of the cabinet, and in the soft-blue charcoal finish. Here is the high- 
style line of electric heaters. They present harmony in color and line for 
decorator appeal. They cover a wide range of heating needs. 
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2-step heat-saver wattage 
(1650, 1320 watts) 


¢ 3 push-button controls—two for wattage set 


tings (medium and high) and one to turn off 


heater without changing thermostat setting 


Thermostat automatically controls tempera- 
ture within wattage range setting. 

Concealed safety switch—instantly shuts off if 
heater overturns or even tilts as much as 30 


dearees 


wide-ribbon element for 
warm-up and long life 


Instant Heat 


Highly polished aluminum heat reflector. 
Convection blower forced heat 
e Soft-blue charcoal finish cabinet. 
e Sturdy grill... heavy chrome over nickel 

© Deluxe gold-color non-corrosive metal handle 
© Gold-color trim on control panel 

® Non-marking black feet 

© 14/2” high, 157/g” wide, 81/, 


© Shipping weight: | 1 Ibs. 
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Wide-range thermostat control 

(1320 watts) 

© Thermostat has positive ‘off’ and warm-to-hot 
range control 


wide-ribbon element for fast 
warm-up and long life 


Instant Heat 


Concealed safety switch—instantly shuts off if 
heater overturns or even tilts as much as 30 
dearees 


Highly polished aluminum heat reflector. 

Convection blower forced heat. 

Soft-blue charcoal finish cabinet 

Sturdy grill... heavy chrome over nickel. 
Deluxe gold-color non-corrosive metal handle. 
Gold-color trim on control panel. 
Non-marking black feet. 

e |4! 8 


high, 157g” wide, 81/4" deep at base. 


¢ Shipping weight: 10!/> Ibs. 


A real traffic builder 
Luxury styling at modest cost 
(1320 watts) 


e ‘Instant Heat’ wide-ribbon element for fast 


warm-up and long life. 


® Concealed safefty switch—instantly shuts off if 


heater overturns or even tilts as much as 30 


degrees. 
© Polished aluminum heat reflector. 
© Soft-blue charcoal finish cabinet. 
@ Sturdy grill... heavy chrome over nickel. 
® Gold-color trim on base panel. 
® Non-morking black feet. 
. 14\/, 


high, 157/g” wide, 81/," deep at base. 


© Shipping weight: 91/> Ibs. 


EMEA CLE OM EILUOITS Atlas-Aire Window Fans and Power Lawn Mowers 















with these FREE dealer aids 


NEWS MATS 


That capture the interest of 


FACT/PRICE TAG 


Emphasizes style and perform- 











the style wise and value con- 
scious. Heaters attractively 
displayed even in relatively 


ance features and includes de- 
pendable factory guarantee. 


small space. Heater features 
highlighted to whip up cus- 





tomer interest that brings 








them into your store. 


WINDOW STREAMER 


In glowing colors that seem to warm even the great outdoors. 





Welcome ‘em in on the first cool morning with this powerful 














display. 





ENVELOPE STUFFER 


# 
rez. | 3 | ah 4 | we Light enough to get a free ride with your 


invoices or other mailings. Hard-hitting 
enough to get quick action from the style- 


77 HEALER ae ect 


siete AITO 


nai hin nas me 


GLOSSY 


PRE-SOLD through trade advertising program in 
PHOTOS 


Hardware Age, Hardware Retailer, and Hardware & 
Housewares, and through continuing national advertising 


of the Atlas-Aire name to consumers. 


This line of heaters is one of the finest design achievements 





in the history of Atlas Tool & Manufacturing Company. 
Back of them is the same engineering skill and quality 


: A glistening 8x10 photograph of each 
control that is so well known in Atlas-Aire Fans. Barbecue 


Atlas-Aire Heater with detailed specifica- 
Braziers, Power Mowers, and other lawn and garden care ' ' 
tions. Give excellent reproduction for most 
equipment. Wholesalers and dealers across the nation know — ; 
ra any type of advertising material. Use glossies 
Atlas Tool as the dependable source for well-made products , 
in the store to help point up special sales 


designed for customer appeal and priced so that whole- 
PI features of the heaters. 


salers and dealers can be fully rewarded even under severely 
competitive situations. 


POM ATLAS TOOL & MANUFACTURING COMPANY 
Male Founded in 1926 





5147 Natural Bridge Boulevard -« St. Louis 15, Mo. 
Po of famous Atlas-Aire Window Fans and Power Lawn Mowers 


PRINTED IN USA 


















PLAN NOW TO BE IN | 


BUHAVHID NatioNAL 


~ =—-OCT. 2-6, 1961 HARDWARE 
SHOW 


including the 
LAWN, GARDEN & OUTDOOR 
LIVING DIVISION 











at Fabulous 


McCORMICK 
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: : | NATIONAL HARDWARE SHOW 1 
Everything new will be presented to you in spec- I Suite 1103, 331 Madison Ave., New York 17, N.Y. | 
tacular display at Chicago's magnificent new | Please check below if you wish us to make hotel reservations for you. | 
$34 000,000 lakefront exposition center. More than | (Please Print) | 
1,000 manufacturers of hardware, housewares and | NAME TITLE ’ 
allied items . . . lawn, garden and outdoor living | FIRM \ 
products will offer you more ways to make more I STREET | 
money than-ever before. Fill out and mail-the CITY STATE 
coupon now for your free badge of admission to 
the largest, most complete, most diversified trade g TIPE OF BUSINESS —— | 
how inmerica | : Please check below the classification of your business. | 
sno : |_| Wholesaler [_}] Retailer |_] Dept. & Chain Store Buyer ' 

EXECUTIVE OFFICES: 331 MADISON AVE, NEW YORK 17,.Y. [LL : sequel hin thin silt paaaitaaastaa dala acai, 
I Minors under 18 yrs. of age will not be admitted under any circumstances. f 


Want more facts? Circle 114, p. 51 A 
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Buying Check List 





of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 51, and mail 


Item 1 
Repair products display 
This V-12 Merchandiser dis- 


plays as many as 12 different Duro- 
Plastic fix-it repair products. Mer- 
chandiser can be used on counter 








or perforated wall board. It is free 
with the purchase of 6-doz of any 
Duro-Plastic products. Woodhill 
Chemical Co., Dept. HA, 1390 E. 
84th St., Cleveland, Ohio. 


Item 2 
Suburban snow thrower 


This Reo economy Snow-Throw 
is designed for suburban and me- 
dium snowfall areas, and will clear 
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a 15-in. aisle of snow. Unit is me- 
tallic blue, features 4-cycle, 24% hp 
engine with recoil starter. Hand 
propelled, throws snow in either 





direction. Suggested retail price, 
$109.95. Motor Wheel Corp., Dept. 
HA, LaGrange, Ind. 


Item 3 


Home spot removal kit 


This Check Spots kit is an im- 
pulse item consisting of four bot- 
tles with different formulas and 
directions for removing stains and 
spots. Bottles are packaged in a 
gold colored window carton 734 x 
1% x 5 in. Handy guide chart 
shows stain types, tells which for- 





mula to use and how to apply. Kits 
retail at $2.29, come 12 per car- 
ton. American Lincoln Corp., Dept. 
HA, 518 St. Clair St., Toledo 3, 
Ohio. 


Item 4 
Builders’ hardware display 
Kwikset’s merchandiser’ stand 
displays a full line of residential 
builders’ hardware. Unit is 5 ft 
7 in. tall, 27 in. wide and 15 in. 
deep. Takes less than 3 sq ft of 
floor space. Can be viewed from 
front or back. Contains a variety 
of rosettes, basic locksets, Kwik- 
set entrance handle lockset, a mod- 
ernization kit, sliding door locks, 





Here is a quick Check 
List of items described 
in the following pages 











screen door latches and an auxili- 
ary cylinder dead lock. Kwikset 
Div., American Hardware Corp., 
Dept. HA, 516 E. Santa Ana St., 
Anaheim, Calif. 


Item 5 
Wire rack for nails, brads 


All of the popular sizes of Cort- 
land nails and brads can be dis- 
played on these wire racks. Each 

a 
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Quick Index to Buying Check List 
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] Display carton for torch 6! 
Basket for rotisserie unit .. 6! 
62 
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= 

CJ 

[] Taping knife has brass head 

|] Fishing line merchandiser . 

|] Crabgrass, dandelion rake 

|] Low-priced drain opener 

[] Large unbreakable containers 

[] Carpeted rubber stair tread 

[] Deluxe riding rotary mower 

[} 12'/2-in. round serving tray 

[] Economy-priced weatherstrip 

[] 6 sizes of tubing benders 
Household key assortment 
Teen-styled waste basket 
Impulse screwdriver display 
Nickel plated pedometer 
Non-stick 10-gauge fry pan 
6-piece cocktail set .... 
Paint and varnish remover 


Long-headed bulb planter . 
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[] Electric trimmer information 
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Vise with unique speed gear 67 
70 

Tiller & attachments catalog. 70 
Lawn care guide 70 
Paint sprayer guide 70 
Kitchen, bath ventilator catalog 70 
Color decorating guide 70 
Caster brochure 70 
Fishing reels folder 70 

| Finish bolts price list 70 
| Washer sizes chart 70 
[] Hunting-fishing equipment catalog 70 
[] 480-page tool catalog 70 
[] Vise bulletin 70 
[] Revised tool price sheet 70 
[] Dehumidifying compound bulletin 70 
[] Bathroom accessories catalog .. 70 
[] Guide to selecting plastic pipe.... 70 





rack holds one carton containing 
10 14-lb or 10 %-lb packages of 
nails or brads. A set of six racks 
will display all the popular selling 
sizes of 4%&-lb packages. Two sets of 
six racks will display all of the best 
selling 1%4-lb packages. Wickwire 
Bros., Inc., Dept. HA, Cortland, 
N. Y. 


Item 6 
2-pc design snow shovels 


True-Temper’s line of snow shov- 
els with Groove-Loc socket comes 
shipped in two sections, blade and 
handle. Shovels can be stored in 
smaller area in cartons marked for 


easy identification of parts. Blade 
and handle of shovels fit together 
quickly by matching grooves that 





provide a permanent friction lock. 
True Temper Corp., Dept. HA, 
1623 Euclid Ave., Cleveland 15, 
Ohio. 
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Want more details? Just circle item number on p. 51 


Item 7 
Household brushes display 


Wright-Bernet’s No. 1150 House- 
hold Brush Merchandiser features 
new packaging on all items. Each 
brush is packed in an individual 


HOUSEHOLD 
BRUSHES 


polyethylene bag with prepriced 
header. Merchandiser contains 12 
popular styles, 1144 dozen brushes. 
Wright-Bernet, Inc., Dept. HA, 
1524 Bender Ave., Hamilton, Ohio. 


Item 8 


Two instant heat heaters 


This Toastmaster heater, Model 
No. K913, is one of two 1320-watt 


¥ , 
i? : 


3 ad : 


yy 4 
BRS 


$44 * 
yire 


units featuring instant heating ele- 
ments. The K913 is thermostatical- 
ly controlled and combines radiant 





Correction 


The address of Detecto Scales, 
Inc., item 26, June 29 issue, page 
60, was given incorrectly. The cor- 
rect address is 540 Park Ave., 
Brooklyn 5, N. Y. 
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heat with blower forced air. Cabi- 
net and carrying handle are cordo- 
van brown. Metal safety grill is 
gold colored and feet are rubber 
tipped. Safety switch shuts unit off 
if tipped or picked up. Suggested 
retail price is $23.95. Another mod- 
el, No. R901, is an upright radiant 
heater with retractable carrying 
handle. Also has safety switch. 
Suggested retail price is $9.95. 
Toastmaster Div., McGraw-Edison 
Co., Dept. HA, 1200 St. Charles 
Rd., Elgin, Ill. 


Item 9 
Civil War Centennial gloves 


Johnny Reb and Union Trooper 
children’s gloves have long gauntlet 
cuffs with Union and Confederate 
insignias. Gloves are blue or gray, 
and come in two sizes to fit chil- 
dren 3 to 5 years old, and 5 to 10 
years old. Gloves are available in 


all Union Trooper or Johnny Reb 
styles as well as a half and half 
assortment. Riegel Textile Corp., 
Dept. HA, 260 Madison Ave., New 
York 16, N. Y. 


Item 10 
Display for switch plates 


Here’s a convertible packing car- 
ton for Panelescent lighted switch 
plates which can be changed into 
an attractive counter display. Holds 
10 individually bubble-packed switch 
plates. The plate glows in the dark 
and provides a safe night light 
for nurseries, etc. Wiring can be 


made to single pole, three-way or 
four-way switches. Switches retail 
for $2.49. Harvey Hubbell Co., 
Dept. HA, Bridgeport, Conn. 


Item 11 
Home owners tool chest 

Here’s a 47-piece home owners 
tool chest which contains some of 
Great Neck’s popular items like the 
tubular hammer, screwdriver set, 
utility knife set, combination 


square, black plane, pliers, etc. The 
47 pieces are packaged for imme- 
diate shipment, no repacking or 
assembly required. Also includes a 
20-in. all steel tool box and _ all- 
steel tote tray. Great Neck Saw 
Mfrs., Inec., Dept. HA, Mineola, 
a ee eo 


Item 12 
Lawn treatment device 


This Corvin Proportioner is a 
water-powered device designed to 
deliver accurate measures of chemi- 
cal-water mixtures for lawn, gar- 
den, plant and golf green treatment. 
Automatically adds 1 oz of treat- 
ment materials to each gallon of 
water at all pressures, up to 360 
gallons per hour. Compact unit 

(Continued on page 55) 
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NEW ITEMS AND NEW SELLING IDEAS 


uD-TO date on latest information on new 
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As you read through this issue you will tind numbers beneath all adver- 
tisements and with all items described in the Buying Check List. 


When you want more information on any of the items or ideas in the 
advertisements or in the Buying Check List, just circie the corresponding 
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postage as a service to readers. Your request will be promptly passed 
on to the manufacturers involved. 


res. em er or ‘ 


383 384 385 Jae 


} 401 402 403 404 


necessary 


18 419 420 421 422 


cover adv. nad cover adv. 
Third cover adv. tack cover adv. 


HARDWARE AGE 


Post Office Box 60 


Village Station 
NEW YORK 14, NN. Y. 


Name 


BUSINESS REPLY MAIL 


No postage 








Firm 

Street 

City 

State 

My wholesaler 
Wholesaler's address 


Cerd is valid 8 weeks only 





. HARDWARE AGE BUYING (CHECK LIST | 


A quick, easy way to keep up to date 


> Each issue of HARDWARE AGE contains hundreds of new profit 
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S-K/Lectrolite ... America’s quality line of wrenches. 
A complete selection of sockets, handles and wrenches... . 
sold in sets to give you 4 to 6 time turnover. 


See reverse side for illustrations of a few S-K/Lectrolite Sets 








that 
extra quality 

your customers 
can feel 


Once a customer handles an 
S-K/Lectrolite Wrench, your sale 
is two-thirds made. He sees... 


| he feels ...and he buys! 








Set No. 4520 


..and S-K/Lectrolite 


combines top quality with 


_ top profitability 


Simplified line includes most popular tools 


New! Set No. 330-RH 


..covers over 90% of all wrench demand 


4 to 6 time turnover proved by actual 
sales records in all types of outlets 


Established acceptance among tool users 
everywhere 


Protected profit—S-K/Lectrolite tools are 
available only through established, rep- 
utable outlets 


Every S-K/Lectrolite tool is fully guaran- 
teed against defects in material or work- 
manship 


Nationally advertised in outstanding 
1 " dt | ri jl trade and consumer publications 


rer KePRP Ky 


YOU GET TOP MERCHANDISING, TOO, WITH 
Set No. 1711-R FREE SpaSaver* DISPLAYS 


Famous S-K/Lectrolite Merchandising aids make it doubly easy 
to convert “‘shoppers’’ into buyers. You have more than a dozen 
SpaSaver* Displays to choose from...each designed for maxi- 
mum sales impact in a minimum amount of space. And remember: 
each display is yours FREE with purchase of tool inventory. 


FREE: Send today for new S-K/Lectrolite 
brochure of FREE SpaSaver* Displays. 


*Trademark 


- CHICAGO 32, ILLINOIS 
aholtie . 


DEFIANCE, OHIO 


Designers and manufacturers of quality wrenches since 1923 


Set No. 4189 


For more details, circle No. 101 on your Information Card 


Printed in U.S.A. 
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(Continued from page 50) 





weighs 3% lb, is 7% in. high, 3% 
in. across base. By-pass arrange- 
ment is easy to hook up to water 
lines. Has only three moving parts, 
each covered for protection. Retail 
price is $98.50. Proportioning De- 
vices Div., Royal Industries Ltd., 
Vineland, N. J. 


Item 13 
Cafe-style traverse rods 


Decorator traverse rod, Model 
No. . 1292, features a _ cafe-style 
rounded face and decorative white 
baked enamel finish. Unit is made 
of heavy-gauge steel with solid ny- 
lon carriers and pulleys. It offers 
3-way mounting to wall, ceiling 
and inside casement. Adjustable 
for 2-way draw, right or left hand 


pull, or one-way draw from left to 
right. Comes in six extension 
lengths from 30 to 180 in. Retails 
for $2.59. Also available in gold- 
tone Brite Brass finish retailing 
from $2.98. Newell Co., Dept. HA, 
Freeport, Ill. 


Item 14 
6-gal marine auxiliary can 
Eagle’s Xtra-Gas Can is a 6-gal 
auxiliary can for the boating en- 
thusiast. It is designed to be car- 
ried in the boat, to refill the out- 
board tank while out on the lake 
or stream. The can is made of 24- 
gauge terne coated steel, with 
dome-shaped body and bottom, each 
seamless drawn and welded to- 


, *8 Svressae morons 
Pig mgs ig Pet ue 
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gether electronically. It has a duo- 
pour cap that allows slow or rapid 
pouring. Eagle Mfg. Co., Dept H.A, 
Wellsburg, W. Va. 


Item 15 
Decorative electric heaters 


This electric heater is one mem- 
ber of the decorative Atlas-Aire 
line. It features sweep-line design 
and soft blue charcoal finish with 
gold trim. Four models cover watt- 
ages from 1320 to 1650. Safty 
switch shuts unit off if tipped over. 
Line features instant-heat wide rib- 
bon element. Deluxe model C-16 has 


4 pushbutton controls for heat 
ranges from 1100 to 1650 watts, 
thermostat for constant heat, and 
neon pilot light. Most models have 
convection blower forced heat. 
Suggested retail prices range from 
$14.95 to $29.95. Atlas Tool & 
Mfg. Co., Dept. HA, 5147 Natural 
Bridge Rd., St. Louis 15, Mo. 


Item 16 
Compact motor scooter 


This Handy Andy Motor Scooter 
weighs less than 100 lb, light 
enough and compact enough to be 
carried or transported in a car. 
Rides about 100 miles per gallon of 
gas at speeds up to 30 mph. Op- 
erates on a Briggs & Stratton 4- 
cycle air cooled 3 hp engine with 
automatic recoil starter. Frame is 
two-piece seamless steel tubing, 
integrally welded for maximum 
strength. Model has 32 in. wheel 
base, is 42% in. long and 33% in. 


high, with remote throttle and 
brake control, headlight, tail light 
and horn. Finished in baked auto 
enamel. Retail price is $189.95. M. 
Lober & Associates, Dept. HA, 7 
Central Park West, New York, 
N.Y. 


Item 17 
Line of boat-care products 


Included in the new line of Si- 
moniz boat-care products are a 
heavy-duty hull and deck cleaner 
which can be used on all types of 
crafts, a fiberglass cleaner-gloss for 
salt or fresh water fiberglass boats, 
and three sizes of a heavy-duty ma- 
rine sponge. Hull and deck cleaner 
comes in a 16-0z can with a sug- 
gested retail of $1.49, and a 28-oz 
ean for $1.79. The cleaner-gloss 
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Want more details? Just circle item number on p. 5| 


comes in an 8-0z ¢..0, priced to re- 
tail at $1.98. Suggested retail 
prices of the sponges are: the 
Bo’sun for 79¢; the Mate for $1.19; 
and the Skipper for $1.49. As a 
special introductory offer, the hull 
and deck cleaner, cleaner-gloss, and 
a Bo’sun sponge are available in a 
plastic case priced to retail for 
$3.99. Simoniz Co., Dept. HA, 2100 
Indiana Ave., Chicago 16, Ill. 


Item 18 

Pressure spring receptacles 
These Eagle E-Z Wire recepta- 

cles wire fast and easy. Wire is 

stripped and pushed into the E-Z 

pressure terminals for insured con- 

nections. To release, a screwdriver 






£.= wit 


TERMINALS 





Mee 250 





is pressed down into-the slot. The 
receptacle will take from No. 10 
to No. 14 wire. Each terminal 
permits two connections for con- 
tinuous wiring. Heavy Bakelite 
bodies are built to specification 
grade for long time service. Four 
models available in brown or ivory 
colors. Eagle Electric Mfg. Co., 
Inc., Dept. HA, 23-10 Bridge Plaze 
South, Long Island City 1, N. Y. 


Item 19 
Aerosol-type spray brush 


This ero/Match Spray Brush 
sprays any liquid or powder, in- 
cluding high-viscosity paints. 
Unit consists of 15 oz non-toxic, 
non-inflammable propellant and 
sturdy spray brush. Materials are 
sprayed from glass container 
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which is linked to power unit by 
plastic tube. Complete unit retails 
for $2.49. DeMert & Doughery, 
Inc., Dept. HA, 5000 W. 41st St., 
Chicago 50, Iil. 


Item 20 
Hand pump with hose clip 

A hose clip for convenience in 
storage has been added to the Big 
Boy heavy-duty air pump. Clip is 
cast into top cap on barrel of pump, 








providing friction fit that keeps 
hose close to barrel in storage. 
Pump also features unbreakable 
malleable iron base and 134 in. 
diameter, 20 in. barrel with ball 
check valve. Big Boy Div., Dalton 
Foundries, Inc., Dept. HA, War- 
saw, Ind. 


Item 21 
Lubricating vise bearing 


Columbian’s graphite bronze 
thrust bearing now used in its 
Woodworkers’ and Wide-Side vises, 





lubricates the screw head without 
using oil or grease. Also absorbs 
thrust, gives positive action while 
preventing wear or end play. Bear- 
ing enables vise to be pulled tighter 
and held with less pressure. Colum- 
bian Vise & Mfg. Co., Dept. HA, 
Cleveland 4, Ohio. 


Item 22 
Multi-packaged moth cakes 


Expello’s special sale package of 
refill moth cakes for use in Expello 
closet hanger consists of three 
packs each containing two _ indi- 
vidually wrapped cakes. All cakes 





are cedar pine scented. Individual 
packages retail at 79¢, multi-unit 
retails at $2.09. Ezpello Division 
Odor-Aire, Inc., Dept. HA, Box 
487, Wichita, Kans. 


Item 23 
Aluminum corner posts 


The Reynolds do-it-yourself alu- 
minum line now includes these 
corner posts which are designed to 
make cabinet work with plywood a 
simple task. Plywood panels are 
inserted into open grooves on each 
side of the aluminum corner and 
screwed or glued in place, making 
a perfect right angle. The corners 














1 VOLKSWAGEN OF AMERICA, If 


Our dealers have had parts for our ‘62 model for years. 


Yes. Our ‘62. 

Next year’s Volkswagen. 

Doesn't it stand to reason? 

We make only the one basic truck. 
We've been perfecting it for the past 
12 years. Part by part. 

Today practically every part is im- 
proved. Yet most fit any year VW you 
have. 

The number of parts we take from 


Volkswagen production as spares would 


seem excessive to some manufacturers. 

But VW service is as much a part of 
the idea as the VW price or the VW 
gas consumption. 

Our dealers carry spares they almost 
never get calls for. Axles. Wheels. Even 
dip sticks. As a rule, this makes VW re- 
pairs much faster than other makes. 

(Other dealers simply can't afford the 
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spares for every year and model that a 
VW dealer carries for just one truck.) 
This has become very important to 
people with '5] and '52 VWs. They can 
still get a rear quarter panel, a gas pump 
or a cylinder head in no time. 
We're still making them for 
those years. 
(And those years look like 
our 62, too.) 











gepennnntte, 


¢ Are You Sufferin i. 
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Do you have nagging, | 
sluggish, persistent 


TACKLE BOX S=*- 
Sales-itis? | 


If so here’s a sure 
| cure for your lacka- 
Sales-ica! condition 

. UNION acts faster than any other 





: 
line for sales, turnover and gr } 








JOBBERS! DEALERS! | 
Write for Catalog and Prices 
on the complete Union line. 
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BUYING CHECK LIST 


_can be extended to serve as sturdy, 
_ handsome legs. Corner sections are 
_8-ft long to match any cuts from a 


standard 8-ft plywood panel. 
Groove sizes available for three 
plywood thicknesses, 44, 42, and %4- 
in. Reynolds Metals Co., Dept. HA, 
3rd & Grace Sts., Richmond, Va. 


Item 24 


| Zinc-plated log chain line 


Acco log chains are now avail- 
able with bright zinc-plated finish 
which resists corrosion and im- 
proves appearance of chains. Avail- 
able in four styles: No. 210 with 
grab hook and ring; No. 220 with 


_grab and slip hook; No. 110 with 


grab hook, ring and swivel; and 


_No. 120 with grab hook, slip hook 


and swivel. There are six chain 
sizes: 14, 5/16, 3%, 7/16, % and 
%g in., in lengths of 12, 14, 16 and 
29 ft. American Chain Div., 
American Chain & Cable Co., Dept. 
HA, York, Pa. 


‘Item 25 


Card packed paper punches 
This Gem Ticket Punch comes 

on a two-color display card for 

hanging. Card gives product’s uses 





and features large pricing spot. 
Punch is made of nickel plated 
pressed steel with knurled handles 
and finger ring. Comes packed 12 
per carton, in five assorted dies or 
three round dies. McGill Metal 
Products Co., Dept. HA, Marengo, 


| TU. 


Want more details? Just circle item number on p. 5! 


Item 26 
TV tray-tables with rack 


This Early American pattern is 
one of several tray designs in Den- 
nis Mitchell’s line of TV tray-table 
sets. Early American household 
items are depicted on antique red 





background. Set features Serv-A- 
Teer combination rack and serv- 
ing table. Trays have walnut-tone 
serving handles and brass-finish 
stands. Rack has 4%-in. gold 
flecked rear wheels and 3-in. clear 
front wheels. List price is $19.98. 
Dennis Mitchell Industries, Dept. 
HA, 4424 Paul St., Philadelphia 
24, Pa. 


Item 27 
Marine, home repair kit 
Minit-Man is a high viscosity 
epoxy-metallic repair compound 
that handles like putty for easy 
application, and hardens into a 
steel-tough repair in a few hours 
at room temperatures. For marine 
and household uses, the repair com- 
pound comes on an attractive dis- 


REPAIRS ANYTHING | 











play card. A display rack is avail- 
able free. Retails for 98¢. Kristal 
Kraft, Inc., Dept. HA, Palmetto, 
F'la. 


Item 28 
Quality cases for firearms 


Marble Arms’ premium quality 
cases for shotguns, rifles and hand- 
guns are available in a complete 
range of sizes. All cases have Mar- 
ble Arms’ trademark imprinted. 





Rifle and shotgun cases range in 
price from $13.50 to $25, and come 
in three types. Pistol cases start 
at $8. Marble Arms Corp., Dept. 
HA, Gladstone, Mich. 


Item 29 
Window channel lubricant 


Caddy Slip and Slide is a window 
channel lubricant with a pin-point 
applicator built on a 6-oz aerosol 
can. It contains a special silicone 
formula. The lubricant works well 
on aluminum, steel, or wood win- 
dows as well as sliding doors, draw- 
ers, locks, hinges and _ rubber 
squeaks. It retards rust and tar- 
nish. Cadman Co., Dept. HA, 4185 
Lee Rd., Cleveland 28, Ohio. 


Item 30 
New Christmas tree stand 

This quick-setting Christmas 
tree stand is designed for trees up 
to 10 ft, holds water to keep tree 
fresh. Lag bolt is inserted through 
washer and plastic plug, and 
screwed through tree bottom. Tree 
with plastic plug attached is then 
set into base of stand, and leveling 
screws are adjusted. Stand is rust 
proof, durable, 1914-in. in diam- 























GOSTS LESS 





AND GUARANTEED BETTER 


. . . because they’re precision made, hardened and tempered 
throughout, under rigid atmospheric and electronic control. 
Upland engineered-automation entirely offsets low Japanese 
and European starvation wages. 


... assures you lowest price plus highest uniform quality, and 
full employment for American workers. 


Say “NO” to imports and “YES” to “UPLAND”, 
Make Upland your headquarters for pliers, hex keys and 
wrench sets. Call your jobber today. 


New improved 61,” slip joint 
plier. Available also in 8” and 
10” in all grades and finishes. 
Lists from $.45 to $1.00. 
Complete line of hex keys and 
hex key sets from 7 pcs. to 18 
pes., packaged in plastic and 
pilfer-proof pouches. Lists 
from $.19 to $1.39. 
Four and five piece open end 
wrench sets; clip and skin 
packaged. Can retail as low 
as $.99. 
NEW! Metric hex key sets for 
foreign cars and machinery. 
Lists from $.75 to $3.50. Open 
stock available. 

WRITE FOR NEW CATALOG #11 





























INDUSTRIES 


UPLAND INDUSTRIES, INC., UPLAND (Suburb of Chester) PA. 
Want more facts? Circle 117, p. 51 
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BUYING CHECK LIST 








eter. Comes in green, white, red. 
Suggested retail price is $3.98. 
Brittain Products Co., Dept. HA, 
1360 Main St., Cuyahoga Falls, 
Ohio. 


Item 31 
Adhesive plastic covering 

Fleur De Lis is a self-adhesive 
plastic covering that can be used on 
any smooth, dry, clean surface. It 


ae + | 
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can be used to cover shelves, cabi- 
nets, splash areas, complete walls. 
It is available in gray, tan and 
yellow, measures 18-in. wide, and 
retails at 49¢ per yard. Stix Prod- 
ucts, Inc., Dept. HA, 866 Sixth 
Ave., New York 1, N. Y. 


item 32 
Seven decorated casseroles 


Seven Pyrex Ware decorated cas- 
seroles and serving dishes priced 
from $2.95 to $7.95 make up the 
Pyrex Ware Fall and Christmas 
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Gift line. The Golden Pine casse- 
role, shown, is decorated in a rus- 
tic golden pine motif on white 
opal. The 2-qt item can be used for 
baking and serving. It comes with 
a transparent Pyrex brand lid and 











a gold cradle with polished walnut 
handles. It retails for $5.95. Corn- 
ing Glass Works, Dept. HA, Corn- 
ing, N. Y. 


Item 33 
Four tiller attachments 

These four versatile tiller attach- 
ments convert the Burns Tiller 
into a complete gardening machine 
for hilling, plowing and general 
garden chores. All are interchange- 
able without use of special tools. 
Attachments shown are: top left, 





four pronged wishbone plow, top 
right, sweep plow, bottom left, dou- 
ble mold board plow, bottom right, 
ridging and hilling plow. Burns 
Mfg. Co., Inc., Dept. HA, Louis- 
ville, Ga. 


WANT MORE DETAILS ON THESE ITEMS? JUST CIRCLE 


Item 34 
1961 line of bicycles 


This Riveria II bicycle, Model 
No. N66W, is one of nine new mod- 
els in the 1961 Ross-American line. 
It has a 4-bar frame, rear luggage 
carrier, chrome front carrier, 
chrome slimline tank, chainguard 





and rims. Also has whitewall tires 
and all-chrome twin lamp. Boys 
model comes in onyx black, girls in 
blue finish. Chain Bike Corp., Dept. 
HA, 350 Beach 79 St., Rockaway 
Beach, N. Y. 


Item 35 
Improved 7'/2-in. torque saw 
This improved 7%-in. high 


torque saw has a specially designed 
worm and worm gear fer extreme 
Housing is of lightweight 
cast aluminum alloy and has a no- 
drag telescoping guard. It has a 
micro-adjustable clutch which is set 
for any degree of slip needed for 
safety, or blade may be locked with- 
out slip. Special introductory offer 


loads. 








ITEM NUMBER ON FREE POSTCARD, P. 51 


includes one-year unconditional 
service guarantee. Porter-Cable 
Machine Co., Dept. HA, Syracuse 1, 
Ne 

Item 36 


Package filtering system 
Gyro-Flo is a package filtering 
system complete with spin-type 
filter, bronze self-priming pump, 
and hair-and-lint catcher. The 





unit can be back washed through 
an exclusive control valve. Gyro- 
Flo is made of stainless steel and 
bronze, and is economically priced. 
Jacuzzi Bros., Inc., Dept. HA, Rich- 
mond, Calif. 


Item 37 
Telescoping closet rod 

Hager’s telescoping Quick Mount 
closet rod has an improved end- 
mount with projecting flange that 
rests on top the hook rail. The 





flange lip may be bent down when 
no molding is available. Features 
non-sag seamless steel tubing con- 
struction in bright chromium and 
24 karat gold. Available in five 
sizes. The rod is_ individually 
packed with mounting screws in 
heavy container. C. Hager & Sons 
Hinge Mfg. Co., Dept. HA, 139 
Vicior St., St. Louis 4, Mo. 


Item 38 
Attachment for downspouts 


Rain Spred attachment for down- 
spouts prevents lawn washouts and 
keeps water away from founda- 
tions. It consists of a green perfo- 
rated plastic tube, aluminum wicket 
and weatherproof tie, retailing at 





98¢. Comes in a 4-color plastic bag 
for wall display. Free ad mat and 
$2 ad coupon included with each 
earton of 12 units. Wrap-On Co., 
Dept. HA, 341 W. Superior St., 
Chicago 10, Ill. 


Item 39 
Rechargeable flashlight 
This compact, square - design 


Life Lite flashlight features re- 
chargeable batteries, on-off switch 
that glows in the dark. It also has 
side magnet strips to attach flash- 
light to metal surfaces. Batteries 
are recharged by plugging into 
standard 110-volt outlet. Also 
available with leather carrying case 





and carrying straps. Gulton Indus- 
tries, Inc., Dept. HA, Metuchen, 
N. J. 


Item 40 
Display carton for torch 


Turner has a new-point-of-pur- 
chase display carton for its LP-555 
standard torch. The carton is 


ae 





printed in four-colors using photo- 
graphs of the product. Design 
helps eliminate pilferage. Turner 
Corp., Dept. HA, 812 Park Ave., 
Sycamore, Ill. 


Item 41 

Basket for rotisserie unit 
Hewitt’s Rotisserie Broiler Bas- 

ket is 64% x 12 x 2% in., for use 

in rotisserie cooking units. Useful 


hee - 
ay 
ae 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 51 


for broiling steaks, flat roasts, fish, 
fowl and vegetables. Positive lock 
adjusts to four positions. Made of 
bright steel with  triple-plated 
chrome finish. Packed 12 per ship- 
ping carton. List price is $3.98. 
Hewitt Bros. Mfg. Co., Dept. HA, 
Box 48, National City, Calif. 


Item 42 
Taping knife has brass head 


This Tape Mate taping knife has 
a solid brass head at the end of its 
handle which saves the user from 
switching from knife to hammer in 
dry wall construction. Features 
over-sized handle, made of Tenite 
and is triple-riveted to blade. The 
blade is made of high-carbon steel 
and is available in three sizes, 4, 


5 and 6-in. Retail prices are: TM4 
with 4-in. blade—$2.25; TM5 with 
5-in. blade—$2.50; and TM6 with 
6-in. blade—$3. Red Devil Tools, 
Dept. HA, Union, N. J. 


Item 43 
Fishing line merchandiser 


Wright & McGill’s P-48 nylon 
monofilament fishing line merchan- 
diser is available with two assort- 
ments of 24 boxes of improved 5L 
fishing line. Line comes in P-200 
boxes for easy rack display. Each 
box holds two 100-yd connected 
coils. Assortments are: P-48A with 
3 boxes 3-lb test line; six 4-lb; six 
6-lb; six 8-lb, and three 10-lb. 
P-48B has 3 boxes 6-lb test lines; 
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six 8-lb; six 10-lb; six 12-lb, and 
three 15-lb. Wright & McGill Co., 
Dept. HA, 1404 Yosemite St., Den- 
ver 8, Colo. 


Item 44 
Crabgrass, dandelion rake 


This Green Thumb crabgrass or 
dandelion rake has a narrow 8-in. 
head and 13 specially slotted teeth 
which enables the user to pull out 
crabgrass as well as seed heads. 
Curve of teeth permits rake to 
slide across grass without injury 


to sod. Has 414-ft clear natural 
finish ash handle. Union Fork & 
Hoe Co., Dept. HA, Columbus, 15, 
Ohio 


Item 45 
Low-priced drain opener 


The Penny Plumber is a low- 
priced drain opener that features 
an adjustable crank handle for ef- 
ficiency. The galvanized spring is 
6-ft long and 3/16-in. in diameter. 
It is packaged on an attractive dis- 
play card with eyelet for hang-up 
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merchandising. Suggested retail is 
$1, or under. General Wire Spring 
Co., Dept. HA, S. Sarah St., Pitts- 
burgh 3, Pa. 





Item 46 
Large unbreakable containers 


This 26-o0z unbreakable refriger- 
ator container is self-stacking and 
self-sealing. Can be used for stor- 


Pal . 
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: TMERPEAKABLE REFRIGERATOR COMTAINES i} 
es : 

GIANT 226 | 
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ing butter, cheese, left-overs or 
as a container for small parts in 
a workshop. Retails for 39¢ each. 
Commonwealth Plastics Corp., 
Dept. HA, Leominster, Mass. 


Item 47 
Carpeted rubber stair tread 


Here’s a carpeted rubber stair 
tread which features quality tweed 
carpeting permanently bonded to 
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OUTSTANDING NEW TOP END QUALITY plus 
THE INDUSTRY'S HOTTEST PROMOTIONS! 


with Arvin You Get 
Real Selling Power! 


Arvin 


ade? 


Model 81T06 


@ King size, wide slide table with popular curved leg design 

@ Infinite height adjustments from 26” to 37” 

@ Positive Safety Lock prevents accidental folding 

@ Finest quality polished nickel chrome legs with non-sag leg joints 

@ Durable easy-roll wheels and wide rear foot for added stability 

@ Sturdy 7-channel ventilated grid top construction 

SEE US AT THE N.H.M.A. SHOW! PERMANENT SHOW SPACES 


(Spaces 1757-1771) 501-2—Chicago Furniture Mart 


Plan now to visit our booth to obtain first hand = g45_ yew york 1150 Broadway 
information on the Arvin program with guaran- 
teed sales appeal. 


OVER SIX MILLION IRONING TABLES BY ARVIN 


»» TESTED AND ACCEPTED BY CONSUMERS 
Want more facts? Circle 118, p. 51 


Arvin Sales Dept.—Columbus, Ind. 

















Housewares Div. 


ARVIN INDUSTRIES, INC. COLUMBUS, INDIA’ * 
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Want more details? Just circle item number on p. 51 


carpet-textured rubber. The treads 
provide safety and deaden the 
sound of footsteps. Available in 
decorator green, grey, beige. Buz- 
baum Co., Dept. HA, Canton, Ohio. 


Item 48 

Deluxe riding rotary mower 
Western’s Certified 24-in. deluxe 

riding rotary mower, model 2236, 

features automatic handle controls, 


clutch and steering. The crank- 
shaft is lifetime guaranteed. Re- 
tails for $259.95. Western Tool 
and Stamping Co., Dept. HA, 2725 
Second Ave., Des Moines, Iowa. 


Item 49 
12'/2-in. round serving tray 
Latest addition to the Hollow- 


Ware line is this No. 206 round 
serving tray. It is 12%-in. in di- 


ameter and has an engraved center. 
Tray is heavily nickel and chrome 
plated to a gleaming finish. Jrvin 
Ware Co., Dept. HA, 438-30 38th 
St., Long Island City 1, N. Y. 
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Item 50 
Economy-priced weatherstrip 


Mortex Doorstrip is made of 
closed-cell, non-absorbent vinyl 
foam permanently bonded to clear 
Ponderosa pine wood moulding. 


- 


a“ 


Package contains two 7 ft lengths, 
one 3 ft length, nails, and installa- 
tion instructions. Retails at $1.89 
per package. Mortell Co., Dept. 
HA, Kankakee, Iil. 


Item 51 
6 sizes of tubing benders 


Here are six sizes of tubing 
benders recommended for use with 
soft or hard copper, brass, alumi- 
num and certain sizes of stainless 


steel tubing. The benders, model 
No. 293 through 298, will accom- 
modate tubing of 3/16, %4, 5/16, 3, 
7/16 and %-in. O. D. respectively. 
Calibration marks are graduated 
in 45-degree angles to facilitate 
bends of any angle up to 180-de- 
grees. Ridge Tool Co., Dept. HA, 
Elyria, Ohio. 


Item 52 
Household key assortment 


Taylor Lock’s HK-1 household 
key assortment contains four each 
of 23 nickel-plated precut keys for 
clocks, windup toys, pianos, skates, 


etc. Assortment comes on a color- 
ful metal display board 11°4 x 16 
in. Can be used as a hang-up dis- 
play or free standing counter dis- 
play. Taylor Lock Co., Dept. HA, |. 
2034 W. Lippincott St., Philadel- 
phia 32, Pa. 


item 53 
Teen-styled waste basket 


Here’s a metal waste basket de- 
signed especially for the rooms of 
teen-agers. Available as a promo- 
tional item, the basket features 


scenes of teen-age life in blocks of 
blue and rose on white background. 
Continental Can Co., Dept. HA, 100 
E. 42nd St., New York 17, N. Y. 


Item 54 
Impulse screwdriver display 


Oxwall’s Screwdriver Tree dis- 
play helps customers to quickly find 
the particular blade desired. It is 
mounted on a square base and has 
a colorful topper. The display is 





The nearsighted 
MISTER MAGOO says: 
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PICTURES, INC, 


“An intelligent hardware man like you should get the facts 
on General Electric’s new Hardware Profit Plan.’’ 


Sorry, Mister Magoo. Right advice. Wrong store. This 
new G-E Plan is designed for Hardware Stores. Nobody 
else. Practical, down-to-earth plans and procedures, 
developed with the aid of leading hardware retailers and 
distributors, show how you can increase your bulb 
profits 3 ways: 

1. ‘*In-Store’’ Merchandising—Tests in hardware stores 
prove G-E Bulbs can account for at least $1.80 out of 
every $100 you take in, when you use the new G-E plan 
of “‘complete line’’ merchandising, balanced stocking for 
maximum turnover efficiency, and tested display tech- 
niques. G-E hardware distributors carry this “‘complete 
line’ of G-E Bulbs at all times. Therefore, you carry a /ow 
inventory . . . for faster turnover .. . in your store. 

2. Promotional Tie-ins—Seasonal tie-ins, keyed for the 
hardware business and backed by timely General Electric 
promotional aids, give you sales-increasing opportu- 


nities. They’re available on/y through General Electric. 


3. **Outside’’ Profit Opportunities— Neighborhood stores, 

offices, apartment houses are gold mines for enterprising 

hardware men. General Electric’s Hardware Profit Plan 

shows you how to dig up 

more of this big-purchase COMPLETE LINE 

lamp business. ee : er 
Ask your G-E Bulb 

supplier today for General 

Electric’s Hardware Profit 

Plan. Get this distinctive 

General Electric decal for 

your store, too. oe 
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Progress /s Our Most /mportant Product 


GENERAL @@ ELECTRIC 


Want more facts? Circle 119, p. 51 
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in Professional 
WORKSHOPS 

you find Kerr 

PIN-UP HOOKS! 


in thousands 
of HOMES 
you find Kerr 
PIN-UP HOOKS! 


eg 











rofit conscious 
STORES 
you find Kerr 


PIN-UP HOOKS! 
(they’re Self-Locking) 


No wonder you find so many profes- 
sional workshops using PIN-UP’s... 
they do the job right! Pin-ups are the 
original self-locking hooks (Pat. No. 
2,872,145). Bi-level construction 
locks the hooks on two levels—they 
can never fall out, twist or turn. 


Customers return again and again to 
buy more of these zinc-plated beau- 
ties. Stock up now—Pin-up’s sell! 


NEW! 3 Color 
Bubble and Card 
Packaging | ; 


_ ee 
pA eer & Fit 





DISPLAY 


(30”"x67"x16”") 
with D-50 
ASSORTMENT 


From Leading Distributors Everywhere 


; @ THE KERR WIRE 
L PRODUCTS CO. 


933 North Cicero Avenue 


' CHICAGO 51. ILLINOIS 


Want more facts? Circle 120, ». 51 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 5! 


available in three price ranges. The 
one shown, Model 8045, features 
rubber grip screwdrivers in six 
different sizes with magnetized 


blades. Retail price is 49¢ each. 
Retail value is $23.40, dealer cost 
$15.60. Oxwall Tool Co., Dept. HA, 
401 Park Ave. S., New York, N. Y. 


Item 55 
Nickel plated pedometer 
This Marathon Pedometer re- 


cords distances walked up to 25 
miles, registering in quarter miles 


and miles. Easily adjusted to in- 
dividual length of stride. Dealer 
cost, $5.35. J. L. Galef & Son, Inc., 
Dept. HA, 85 Chambers St., New 
York 7, N. Y. 


Item 56 
Non-stick 10-gauge fry pan 


Wear-Ever’s 10-gauge Magic- 
Kote aluminum fry pan with Du- 


pont Tefion finish is designed for 


fat-free cooking of eggs, pancakes, 
etc., and for broiling meats, fowl, 


and fish. Pan is 10% in. in diam- 
eter. Sides are tapered for ease 
in sliding food from pan. Handle 
is made of heat resistant plastic 
designed to fit the hand. Retails 
at $7.95. Comes with wooden spa- 
tula. Wear-Ever Aluminum, Inc., 
Dept. HA, New Kensington, Pa. 


Item 57 
6 piece cocktail set 

Libbey’s 6-piece Cocktailer set 
consists of a 32-oz lipped decanter, 
four 4-oz stemmed cocktail glasses 
and a stirrer. Decanter and glasses 
are decorated in blue, green and 
22K gold diamond pattern. Cock- 


tailer set retails for approximately 
$5. Libbey Glass Div., Owens-Illi- 
nois Glass Co., Dept. HA, Toledo 
1, Ohio. 


Item 58 
Paint and varnish remover 


Here’s a paint and varnish re- 
mover packaged in a pushbutton 
aerosol container. Kwik Lift re- 





moves paint, varnish, enamel, lac- 
quer, and synthetics. Can be used 
in or outside the home. Chemical 
Products Co., Inc., Dept. HA, Aber- 
deen, Md. 


Item 59 
Long-headed bulb planter 
This Green Thumb long headed 


bulb planter enables user to plant | 


bulbs at all desired depths. Head 


is designed with foot rests, ribbed 
for extra strength. The 27-in. long 
handle with D-top is of highest 
strength natural finished ash. 
Union Fork & Hoe Co., Dept. HA, 
500 Dublin Ave., Columbus 15, 
Ohio. 


Item 60 
Vise with unique speed gear 


The Selden Brand Speed vise 
features a unique internal speed 
gear mechanism that releases outer 
jaw to maximum opening with a 
half turn. Vise is made of special 
alloy steel, with replaceable hard- 
ened steel serrated jaws. Scarf 
polished anvil is protective coated, 
and all body parts are sealed to pre- 
vent clogging. Finished in grey 
enamel hammertone, with all mov- 
able external parts chrome finished. 
Three models of this import item 
are available: Series SV-D with 
swivel double head; Series SV-SS 
with standard single head, 360 de- 
gree swivel base and non-slip lock; 
and Series SV-S with standard sin- 
gle head and _ stationary base. 
James S. Baker Imports Co., Dept. 
HA, 311 California St., San Fran- 
cisco, Calif. 


Turn to p. 70 for a listing of 
new aids to help you sell better. 








HEDLUND AMERICAN SLEDS .. high- 
gloss varnished hardwood with fully 
turned up safety runners and sensi- 
tive centerpoint steering. Four mod- 
els: 36°, 42°", 46°, 55” 


get ready! 
here comes 
another 

big season 


hedlund 


HEDLUND TOBOGGANS. . .. rigid, rugged con- 
struction of selected hardwoods with extra 
heavy runners, heavy rope hand rails. Seven 
sizes: 4’, 4’ 11”, 6’, 7’, 8, 10’. 


Last season’s demand for Hedlund’s popular American 
Sleds proved to everybody that Hedlund had the sled 
with eye-appeal ... boy-appeal . .. price-appeal. We’re 
getting production geared up now to meet the coming 
season’s orders—which are already beginning to snow- 
ball. Write today for literature and prices on Hedlund 
winter sports equipment. 


hedlund MANUFACTURING COMPANY * Nokomis, Illinois 


HEDLUND SNO-FLITE 
CHILDREN’S SKIS... 
select ash with laminat- 
ed tip, finished in bright 
red. Four sizes: 4’, 5’, 
5°6", 5° 9”. 


HEDLUND SNOBOG- 
GAN ... popular, inex- 
pensive child's combi- 
nation sled and tobog- 
gan... also a favorite 
of ice fisherman. 
Length, 40°’; width, 15”. 





HEDLUND HOCKEY 
STICKS ... a complete 
line in choice hard- 
woods... four styles 
... full range of lengths 


MAKERS OF FAMOUS HEDLUND SNOW SKIS AND HYDRO-FLITE WATER SKIS and lies. 


Want more facts? Circle 121, p. 51 
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Now, you can save $312 to $433 in price* 
alone on a Ford Econoline Van compared 
to the leading conventional half-ton panels. 
In addition, you can save over $100 every 
16,000 miles you drive! 


These savings come with a man-size 
truck. The Econoline’s cab-forward design 
with welded ‘“‘body-frame”’ gives bridge- 
like strength and reduces dead weight to 
haul over *4-ton. Only 14 feet overall, Ford 
Econolines are nimble in traffic, easy to 
park, need less garage space. Big 4-ft. door 
opening (both curbside and rear) and level 
cargo floor provide new loading ease... 
new load workability. 


Special Note To Pickup Owners: Now, you 
can protect your loads from weather and 
theft with an Econoline Van .. . yet, pay 
less* than for most conventional %-ton 
pickups. And you can get the same $102 
savings on operating expenses as shown at 
the right. 


*Based onacomparison of latest available manufacturers’ suggested retail prices 
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HERES HOW YOU SAVE 


SAVINGS ON OPERATING EXPENSES EVERY YEAR! 


GAS—Econoline trucks can give 30% better gas 
mileage than conventional ‘-tonners. Figuring 


16,000 miles per year at prevailing gas prices, $70 
you SAVCGcccccccceceseces 











OilL—Crankcase capacity is only 3% quarts instead 
of 5 quarts, and the recommended oil change in- 
terval is 4,000 miles versus 2,000 miles. In 16,000 $13 
MITES YOU SAVE...ccccccccsccccccccceceseces 








TIRES—Econoline tires last longer, cost less to 
replace. Prorated saving for 16,000 miles as high $16 
as $53. Typical Saving...cccccsscceees sen 





LICENSE—In many states (not all) the license for an 
Econoline costs appreciably less—up to $30.40 per $3 
year. Average for all states is......... 


NO REAR ENGINE HUMP! 


*102 _ The Econoline’s “‘up front” engine leaves a level, knee-high 
SAVING ON PRICE—You can save $312 compared s 


floor almost 9 ft. long. There’s no awkward rear-engine-housing 
hump to shrink the back entrance or hinder loading. And the 
Econoline Van provides over 204 cu. ft. of loadspace . . . up to 
80 cu. ft. more than conventional %-ton panels. 


to even the lowest-priced popular %-ton panel—and *312 
up to $433 against others! Saving at least 


TOTAL vear 7“. | 
— keep vn “- = | FORD TRUCKS COST LESS 
2 ] 0) 4 EY ‘ RY VE A R | DI | __ SEE YOUR FORD DEALER'S “CERTIFIED ECONOMY BOOK” “ PROOF! 


FORD DIVISION, Sard NolorC 
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NEW AIDS TO HELP YOU SELL 





New catalogs, specification sheets, catalog sheets and other free 
literature to keep you posted. Circle number, p. 51 for your copy 


ITEM 76—ELECTRIC TRIMMER IN- 
FORMATION—Gives full details and 
price schedule on the new Model 
12-50 electric trimmer. American 
Power Tool Co., Div. of American 
Lincoln Corp., Dept. HA, Toledo 3, 
Ohio. 





ITEM 77—TILLER & ATTACHMENTS 
CATALOG PAGE—Illustrates and de- 
scribes the 1961 Burns rotary tiller 
and attachments line. A smaller 
consumer printed piece on the tiller 
is also available for statement 
stuffers. Burns Mfg. Co., Ince., 
Dept. HA, Louisville, Ga. 





ITrEM 78—LAWN CARE GUIDE—Gives 
tips ranging from how to sprinkle 
less and have a healthier lawn to 
pre-soaking seeds. Other headings 
include mowing, lawn foods, fungus 
diseases, and the Vigoro family 
of gardening aids. Swift & Co., 
Dept. HA, Union Stock Yards, 
Chicago 9, Ill. 





ITEM 79—PAINT SPRAYER GUIDE— 
Aids dealers in selling portable 
paint spraying equipment. The 
multi-colored chart has illustrations 
of each spraying unit in the 1961 
Sprayit line, along with uses and 
the types of material the unit will 
spray. Sprayit Div., Thomas In- 
dustries, Inc., Dept. HA, 207 E. 
Broadway, Louisville, Ky. 





ITEM 80—KITCHEN, BATH VENTI- 
LATOR CATALOG—This 12-page, four- 
color catalog covers Fasco’s HVI 
Certified ventilators for baths and 
kitchens. Specifications, dimensions 
and construction details are given 
for each model. Also includes ex- 
haust fans and accessories. Fasco 
Industries, Dept. HA, 255 N. Union 
St., Rochester 2, N.Y. 





ITEM 81—COLOR DECORATING GUIDE 
—Shows the actual paint swatch 
for each of 36 Predictor Colors 
along with 12 complete color 
schemes illustrating swatches of 
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drapery fabrics, carpets, etc. Col- 
orizer Associates, Dept. HA, 345 
N. Western Ave., Chicago 12, Ill. 





ITEM 82—CASTER BROCHURE — 
Here’s a four-page brochure fea- 
turing Payson-Harris & Reed’s new 
Medium Duty Series 100. Contains 
descriptive drawings, specifications 
for swivel and rigid models, plus 
ordering information. Payson-Har- 
ris & Reed, Inc., Dept. HA, 2916 
W. Jackson Blvd., Chicago 12, Ill. 





ITEM 83—FISHING REELS FOLDER— 
Has illustrations, descriptions and 
prices on Langley’s complete 1961 
line of fishing reels. Among other 
items featured is the new Lynx 
closed-face spincasting reel. Lang- 
ley Corp., Dept. HA, 310 Euclid 
Ave., San Diego 12, Calif. 





ITEM 84—FINISH BOLTS PRICE LIST 
—These 21 x 1l-in. price cards are 
designed to hang up near bins or 
check-out counters to assist in 
pricing machine, carriage and lag 
bolts in all popular diameters and 
lengths. Prices are for both plated 
and plain finish bolts. Screw and 
Bolt Corp. of America, Dept. HA, 
5th & Wood Sts., Pittsburgh 22, Pa. 





ITEM 85—WASHER SIZES CHART— 
Shows 14 different sizes of washers 
with accurately die-cut holes to 
check the fit for specific bolt size 
needed. Has a punched hole for 
hanging up. Also has _ washer 
dimensions of inside and outside 
diameters, as well as thicknesses 
for certain bolt sizes. Paine Co., 
Dept. HA, 501 Westgate Rd., 
Addison, Ill. 





ITEM 86—HUNTING-FISHING EQUIP- 
MENT CATALOG—Features the new- 
est Red Head line of sleeping bags 
in addition to three models of 
its hunting boots. Also included 
are insulated hunting coats, vests, 
caps, gun covers, and accessories, 
along with the line of waterski 


safety belts. Red Head Div., Bruns- 
wick Corp., Dept. HA, 623 S. 
Wabash Ave., Chicago 5, Ill. 





ITEM 87—480-PAGE TOOL CATALOG 
—Contains more than 3500 tool 
items in the Starrett line including 
all new tools introduced since the 
previous edition. Catalog includes 
sections on mechanic’s hand mea- 
suring tools, hacksaws, hole saws, 
band saws and knives, etc. Useful 
reference tables are also shown. 
L. S. Starrett Co., Dept. HA, Athol, 
Mass. 





ITEM 88—VISE BULLETIN — De- 
scribes the Wide-Side woodworkers 
vises. Contents include a complete 
description of the 7-in. vises which 
feature 2'%-in. left side clamping 
surfaces. Columbian Vise & Mfg. 
Co., Dept. HA, 9023 Bessemer Ave., 
Cleveland 4, Ohio. 





ITEM 89—REVISED TOOL PRICE SHEET 
—Contains several new revisions 
and additions to Wilton Tool’s 
dealers price sheet. The item is 
entitled Industrial Users and Deal- 
ers Price Sheet No. 40. Wilton 
Tool Mfg. Co., Inc., Dept. HA, 9525 
Irving Park Rd., Schiller Park. Ill. 





ITEM 90 — DEHUMIDIFYING COM- 
POUND BULLETIN — Explains fea- 
tures of Speco’s Super Hum-I-dri 
dehumidifying compound. It also 
has a chart that shows how effec- 
tiveness of the product increases 
as humidity rises. Speco, Inc. Dept. 
HA, 7308 Associate Ave., Cleveland 
9, Ohro. 


ITEM 91—BATHROOM ACCESSORIES 
CATALOG—Illustrates and describes 
the entire line of bathroom cab- 
inets, mirrors and accessories. All 
cabinets and accessories are shown 
with a complete listing of specifi- 
cations in easy-to-read form. In- 
stallation drawings included Miami 
Cabinet Div., Philip Carey Mfg. 
Co., Middletown, Ohi. 








ITEM 92—GUIDE TO SELECTING 
PLASTIC PIPE—Lists all the points 
and information needed to recom- 
mend the right type of plastic pipe. 
Also included is a chemical resis- 
tance chart listing some 175 
chemicals alphabetically and the 
resistance of each type of Cresline 
pipe to them. Crescent Plastics, 
Inc., Dept. HA, Evansville, Ind. 
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SET THIS BIG-DEAL BONUS — 
ONLY FROM CoFacr: 






Lon-Tact 


the ORIGINAL self-adhesive VINYL 
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GOOD DEAL? YOU KNOW IT! KNOW ABOUT T=) op T00? SEE AUGUST ISSUE! 





2 


eae fast turnover at a good profit 
what we are all in business for? If 
you are not doing what you should in 
your Plumbing Department — consider 
Sterling’s “Diamonds for Dealers” 
Plumbing Brass Fittings! 

No dust collectors these! The design 
catches your customers’ eyes — the 


 < > 
—_— ae. 
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Send for 
Folder 


THE 


TURNOVER 


RATE IS 
GREAT! 


~~ 


(e 


PLUMBING FITTINGS 


- 


STERLING MAKES ALL THESE PLUMBING BRASS ITEMS 


Balicocks 

Bath Drains 

Bath Faucets 

Boiler Drains 
Combination Sink Faucets 
Connected Wastes & Overflow 
Diverters 

Flush Valves 

Kitchen Sink Faucets 
Laundry Tray Faucets 
Lavatory Centersets 


Tub Fillers 


Connectors 
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Lavatory Drains 

Lawn Faucets (Sillcocks) 
Shower Fittings 

Shower Stall Drains & Fittings 
Single Lavatory Faucets 
Single Shower Valves 

Single Sink Faucets 


Utility Showers 


Continuous Wastes 


Escutcheons 

Extension Tubes 

Flexible Supplies 

ae Ye Bends 

Lavatory Legs & Towel Bars 
Nipples, Chrome Plated Brass 
“p”’ & “S” Traps 

P.O. Plugs 

Repair Connection Couplings 
Shower Curtain Rods 

Sink Strainers & Tailpieces 


advanced construction sells them 
every time! And what about profit 
margin? You’ll be pleased! Do this: 
Send for a copy of our descriptive 
folder — or call your nearest supplier 
... he’s the man who can put you 
in the Plumbing Brass Business at 
a profit. 


‘Where Quality is Produced in Quantity’ 


STERLING 


FAUCET COMPANY 


MORGANTOWN WEST VIRGINIA 


Sink or Tray Plugs 
Supply Pipe Parts 
Supply Stops 
Threaded Tubes 
Waste Bends & Tees 
Waste Twin Elbows 
Check Valves 
Compression Stops 
Gas & Steam Stops 
Gate Valves 

Globe Valves 
Ground Key Stops 


A 
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New factory packed displays of 
G-E CHRISTMAS LAMPS 


TESTED AND PROVED .. . SOLD 695 LAMPS PER SQ. FT. PER STORE IN 20-STORE TEST... 
PRICE-MARKED PACKS . . . NO NEED TO SHIFT OTHER STOCK . ... JUST SET UP AND SELL 


6 
ENERAL ELECTRic 


q #915 FLOOR DISPLAY 


For high traffic stores. Holds 915 
G-E lamps; 5-pack, except D30. 
Takes just over 2 sq. ft. of floor 
space. 20" wide; 14%" deep; 60” 
high. All packages price-marked. 
New mix includes popular new 
outdoor transparent lamps: 

20 D15 5 D27 50 D14 
90 D30 180 C6 120 D26 
450 C7%. Shipping weight 23 lbs. 


#1565 FLOOR DISPLAY > 


For stores grossing $25,000 
weekly or more. Holds 1,565 
fast-selling G-E Christmas 
lamps. Takes 3 sq. ft. of 
floor space; 25” wide, 17” 
deep, 60” high. All packs 
price-marked. New mix in- 
cludes new transparent 
lamps to be featured in G-E 
advertising: 

10 D27 40 DI15 
150 D26 95 D14 
120 D30 825 C7" 
325 C6. Ship. Wt. 37 lbs. 


all Clue = Size: 14” wide, 17’ d 
pemenar gD cece Measures 13'2” wide, gente | ize: wide, eep, 
cunssTmas +" 18” deep, 10” high NEW LOW es 10” high 


SUGGESTED DEALER 


FRIES 


#285 COUNTER DISPLAY NEW #138 DISPLAY 


For smaller stores or multiple display; *Suggested dealer prices do Helps you cash in on growing de- 
good at checkouts. Features 3 fastest not include cash discount. All mand for newer G-E lamps...especially 
sellers in General Electric Christmas prices include Federal Excise tax. General Electric Transparent lamps, 
lamps with quantity balanced to demand as featured in G-E national ads this 
—75 C6, 180 C7%, 30 D14. In price- Christmas. Holds 15 D27, 15 D15, 
marked 5-bulb packs, assorted colors. 60 D26, 48 D30. Ship. wt. 5 Ibs. TURN 
Ship. wt. 6 lbs. PAGE 





TO STANDARD 
PACKAGE 





New 100 bulb seoled-cartons...5-lamp or twinlomp packs... 
in C6, C7%, D114, DIS, D026, D27.. . solid or assorted colors 


New 24-lamp sealed-cartons for D30 
. solid or assorted colors 


NEW G-E SEALED-CARTONS are easier to handle, speed re-stocking of displays. Stocks can 4 
be filled from new cartons easily held in one hand, instead of working from a big case on the 
floor. Simplifies broken package orders for solid colors or re-orders of fast sellers. 


NEW G-E TWINLAMP PACK 

Proved a good seller last Christmas. Practical 
for self-service. Easy to display. Customers like 
choosing just the colors they want. Pack cuts 


i MULTIPLE TYPE FOR 
7 . INDOOR -OCUTBOOR 
4 TRANSLUCENT 





Ne Good in bin 
or basket 


A 
available in cOC A, 
C6, C7%2, D14, Me on yr 


MEF 


demand for testing. No price-marking cost; > 
pack is already marked . . . speeds checkout. AT 
Readily visible ‘““G-E”’ gives quick assurance of 
G-E quality. New sales-balanced color mix in 





Cn CHRISTMAS 


+ LAMPS 


cartons of assorted colors. D115, 026, D27 


PLUS 2 ASSORTMENTS . .. :achamuse 


oo 
=> * 





i 


SATIN-GLO 


Beautiful... 











SNOWBALL ASSORTMENT 
120 D40 bulbs (they're. white 










low price $23.60* 








NEW — ed D40 = 


LOW NOW: 35¢ ea. 
PRICES WAS SAME 


D26° 


5/97¢ 
5/$1.07 


‘til they light) in assorted colors — 
eto 


8 ns ‘ 


29C ea. 


226 ASSORTMENT 
Includes free lighted display with 


special 14-socket string. All in one 


case with 96 D30, 80 D15, 50 D27. 
Ties in with growing demand for 
outdoor lamps and ad on G-E trans- 
parent bulbs. Ship. wt. Loum New 
denies com29.25°. Sug Retail $51. 





D30 





SAME 







5/$1.12 
5/$1.17 





Suggested 


lighted 
Sangated one Retail $14.40 


lighted! A new touch 
for the whole tree! Fit C7'/2 sockets. In 
100-bulb self-displaying carton of 5 lamp 
packs; also in twin lamp packs in stand- 
ard packages. (Assorted colors only) 


\L.P¢ 
“+ s 


Dealer cost—carton $8.20 








& 
FF 
5/77¢ 5/82¢ 5/37¢ 
5/92¢ 5/97¢ 5/42¢ 


AND one or more color ads on G-E Christmas lamps will reach 2 out of every 3 isamzs this year. Cash in; 
order G-E Christmas lamps now. Miniature Lamp Department, General Electric Co., Cleveland 12, Ohio. 


GENERAL £3 ELECTRIC 








with CHROMALOX 

ELECTRIC HEAT 
plug-in thermwire 
bands, cable, tape 
sell fast at a profit! 





Are you a hardware expert? 


What is this part? 





| Are you a hardware expert? Can you identify the part illus- 
trated in these photographs? If you know what it is and where 
it is used, drop a note to the Editor, Hardware Age, Chestnut & 


Fast heat, efficient heat—that’s what you 
give customers when you sell Chromalox 
electric bands, cables and tape for heating 


56th Sts., Philadelphia 39, Penna. Your expertness will be re- roofs, gutters, downspouts, pipes, valves 
ported in these pages. = soul ro 7 ne heat; 
| The part is 714 in. long and about 1144 wide. It is apparently ependable Thermwire heating elements 


stop ice and snow-freeze-ups all around the 
home and farm. They’re ideal for keeping 
flowers and vegetables from freezing — or 


made of cast iron, and includes a flat steel spring (A in photo) 
that puts tension on a serrated catch (B in photos). A wooden 


dowel section, 7% in. long by *4 in. diam. (C in photos) sets in the for maturing them early. 
. : ; S y 
, serrated catch. There are no identifying marks, except the letter With Chromalox electric bands, cable 
“A” stamped on one of the flanges. and tape, there’s no costly, involved instal- 
; : , lation either. Just plug into an outlet. That’ 
Here’s the background to this mystery item. The new owners — oe . 


all. Stock and sell CHROMALOX for new 
“plus” business. 
WRITE FOR Bulletin M60100 on more 


of Gibson Hardware, Hannibal, Mo., were checking inventory and 
came upon a quantity of these parts. They couldn’t identify them, 








. . r ¥ . - . ae ’ ¥ 
so they called in a wholesale supplier, Tenk Hardware Co., of profitable sales of easy-to-install thermwire pe re 
, ; ’ : : : . iT Chromalox Distributor. 
Quincy, Ill. Tenk didn’t recognize the piece, either, and sent it sia: a aed a Ps 

gOMALo ' 
to Hardware Age. WM-9 


The Hardware Age staff went through a number of old cata- 


| : CHROMALOX 
logs and checked with several local sources, but without success. 


Now we wonder how many readers of Hardware Age can iden- 
tify this item. Can you? If you can, drop a note to the Editor EDWIN L. WIEGAND COMPANY 
~ . _ fie ; 7598 THOMAS BOULEVARD + PITTSBURGH 3, PA. 
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Plywood sheathing hides air ducts, give bonus display area. 


How to get more display area 


Converting overhead waste space into profitable display 


area can be easy, and attractive. Why not try it in your store? 


If you’re pinched for display space on your floor 
level, look toward the ceiling. 

You will probably see several open areas that could 
help ease your space problems. Two examples of how 
this was done are shown on this page. Many varia- 
tions are possible. 


Battel’s Hardware (above), Whittier, Calif., sheathed 
air duct with plywood. The space is an ideal display 
front for toilet seats. Various color and price assort- 
ments are shown. Orders are filled from stock, and the 
better part of one floor fixture is freed for other mer- 
chandise. 


Lamanda Hardware, Pasadena, Calif., needed extra 
space for kitchen gadgets, clocks, and whatnots. Its 
overhead fixture is made of sheets of perforated panel- 
ing, set back-to-back on a frame. Picture wire is eye- 


bolted to paneling and ceiling, creating about 20 sq ft 
of new display area. 


There are only a few rules about using overhead 
space wisely: 


—Don’t hang displays so low that they cut off vision 
to other parts of store. 


—Make displays accessible. You may have to sell off 


a sample, and you will surely want to make frequent 
changes of selection. 


—Price every item clearly, or display has little 
value.—End. 
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Materials cost 
about 2 hours. 


i= 
about $2, unit was made and hung in 
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What the Law Says 


What do you mean by: 


By ALBERT WOODRUFF GRAY 

When a hardware dealer assures 
a customer that he guarantees sat- 
isfaction from a purchase, he may 
be baiting a trap in which he will 
find himself the victim. 


there's big profit 


"Satisfaction guaranteed?" 


Courts have sometimes asked, 
whose satisfaction, that of the sup- 
plier or of the ordinary purchaser. 
Frequently, difficulty lies in the 
failure of the purchaser to give the 
same meaning to the dealer’s guar- 


anty as does the dealer. From mis- 
understandings such as this are 
born lawsuits and expense. 

Recently a Georgia dealer in the 
sale of an air cooling unit stipu- 
lated in the sales contract that, 
“this cooler will be installed com- 
plete and guaranteed to be satis- 
factory.” 

After the first instalment had 
been paid the purzhaser refused to 
continue paying. 

In his defense to the suit 
brought for the unpaid balance the 
customer contended that the unit 
had never operated as he had been 
assured by the dealer. He claimed 
the temperature indoors with the 
air conditioning unit in operation 
was never more than two or three 
degrees lower than the outdoor 
temperature. 

When the court decided in favor 
of the customer, holding that the 
machine had not fulfilled this guar- 
anty, it said, “ ‘Satisfactory’ in this 
connection can have no other mean- 
ing than that the cooling machine 
is satisfactory for the purpose in- 
tended by the manufacturer.” 


Warranted "satisfactory™’ 


ted Sosiriese &) In a case in Pennsylvania many 
We a ke Ae. . | years ago a contractor had written 
a te of ee : . | to a building owner in Philadel- 
ge on an eel | phia, “I propose to put my patent 

hydraulic hoist in your new build- 
ing on Chestnut St., including a 
duplex power pump worth $800, 
according to verbal specifications 


when you sell this low-cost 
E-Z VIEW PHOSPHATE FEEDER 


Here’s the water condition- 
ing product designed to keep 
customers happy. Guards 
plumbing fixtures, linens, 
hot water heaters, and pipes 
from red water stain, corro- 
sion, and lime scale. And 
clear plexiglas cylinder pro- 
vides a full view of the large 
crystal supply. Single valve 


control stops waterline pres- 
sure into feeder—lets water 
by-pass for easy refilling. 
Extra large top opening per- 
mits crystals to be poured 
directly from the can. Get 
your slice of the lucrative 
water conditioning market. 
Call your local Clayton Mark 
distributor for the full story. 


... and for extra added profits stock the SURECLOR CHLORINATOR 


An inexpensive, water operated chemical feeder that banishes dangerous 
pollution and makes every drink a safe one. Provides automatic, accurate 
chlorination for up to 75,000 gallons of water a day. Ask about it today. 


CLAYTON MARK 


1900 DEMPSTER STREET + EVANSTON, ILLINOIS 


& COMPANY 
AB-2676-A 
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given by your architect, for $2300. 
Warranted satisfactory in every 
respect.” 

When two months after this ele- 
vator had been installed it failed 
to operate to the satisfaction of the 
owner of the building, the contrac- 
tor was asked to remove it. This 
he refused to do. 

The purchaser was entitled to a 
recovery of the money he had al- 
ready paid, since the elevator was 
not satisfactory, the court said. 

“The controlling question is what 
meaning and effect are to be given 
to the words ‘warranted satisfac- 





tory in every respect.’ Satisfactory 
to whom? Certainly not to the 
maker only. Was it to be satisfac- 
tory to the person by whom it was 
to be used?” 

Of this feature the court 
tinued, “The manifest import and 
meaning of the language used is 
that it should be satisfactory to 
him. This, then, was the agreement. 
To him alone was the proposition 
made. 

“It would not have been any 
clearer had it read, ‘Warranted 
satisfactory to you in every re- 
spect.’ 

“This was a fact which the con- 
tract gave him the right to decide. 
He was the person negotiating for 
its purchase. He was the person 
who was to test it and to use it. 

“No other 
gently determine whether 
respect he was satisfied therewith.” 

To this statement of the law, the 
court made the modification, “to 
justify a refusal to accept the ele- 
vator on the ground that it is not 
satisfactory, the objection should 
be made in good faith. It must not 
be merely capricious.” 


con- 


person could intelli- 


in every 


This decision was followed many 
by the same statement 
of the law in a suit in Alabama. 
There, had been given for 
radios with the stipulation by the 


years later 


notes 
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"Oh, | never buy anything. It's just 


a pleasant way to spend an ie 
noon. 





“if the goods so purchased 
are not satisfactory the purchasers 
will not have to pay the notes.” 


seller, 


When suit was brought for the 
collection of these 
shown by the purchasers as a de- 


notes it was 
fense that the goods were not sat- 
isfactory and hence the notes were 
not payable. 

“An agreement between seller 
that the goods shall 
be ‘satisfactory’ to the purchaser, 


and purchaser 


"ee ee et et hee) OD a 2) 


has a well defined significance and 
uncertainty,” said 


in that 


is not void for 
the court instance. 

“It means in respect to machin- 
ery, that the purchaser after a fair 
test is satisfied with the mechani- 
cal utility or operating fitness for 
the purposes This must 
upon 


intended. 
be an opinion based 
faith and for a better 
a mere desire to avoid liability.” 


—Hnd 


good 
reason than 


SCREEN 


and 


STORM 
DOORS 


need sturdy 
Hardware 


—make it Safe! 


Safe Screen and Storm Door 
Hardware is designed for a 
long life of reliable per- 
formance. Depend upon it 

. for quality . . . for 
endurance... for beauty. 
There’s a style, mate- 
rial and finish forevery 
season...every 


purpose. 


. you can count 
on SAFE for 


Flawless 
FINISH 


Prompt 


and 


Competitive 


SAFE PADLOCK and 


HARDWARE CoO. 


Subsidiary of 


THE AMERICAN HARDWARE CORPORATION 
LANCASTER, PENNSYLVANIA 
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Quality Rayon 











Individually packaged 
and labeled in 
polyethylene bags 






This is our finest quality 
mop head—made from durable 
absorbent rayon yarn—in a 

full range of sizes— 

8 oz., 12\0z., 16 oz., 24 oz., 32 oz. 
1 doz. pkg. 


We also manufacture a full line 
of cotton mop heads. 


ARTICLE 
559 


Put your confidence in 
the QUALITY LINE... 


Vinyl Weather Stripping Mop Heads 








Weood Giue Wrapping Twines 

Braided Nylon Line Kitchen Lines 

Seine Twines Express Twines 

Seine Cords Chalk Lines 

Trot Lines Parcel Post Twines 

Staging Polished india Twines Orders of $75.00 or more, freight 

Venetian Biind Cord Piastic Ciothes Lines  - prepaid. Orders of less than $30.00 

Sash Cords 4 Jute Twine f. o. b. Mill, Lawndale, N. C., Los Angeles, 

Ciothes Lines Nylon Casting Lines Calif., Marietta, Minnesota, Dallas, Texas, 
Manila Ropes or Waynetown, Ind. Orders of $30.00 to 
Masking Tape $75.00, freight allowed to $1.00 per cwt. 
Freezer Tape Freight prepaid does not include extra 
Polyethylene Ropes charges incurred outside carrier’s 


regular zone of delivery. 


a= een 





ad 


csvusneo vers Gleveland Mills Company ... iii 


‘iford St Los At aeies 6 {5 * Marietta Min r Hh44 Free W d Oray W yn an ind 
Want more sexta? Circle 130, p. 51 
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Windows become billboard when 


this dealer has all-out sales 


‘‘Use every channel of promotion you can find to make 


sales pop, including windows .. .”’: dealer R. H. Cory. 


Manager R. H. Cory, Cory’s 
Hardware, Birmingham, Ala., has 
developed a one-two punch to move 
sporting and outdoor goods in vol- 
ume. First, he carefully selects key 
items that he can buy in quantity 
at a price. Then he promotes in 
depth. 

A typical Cory promotion is ex- 
emplified by the display window 
shown. The window is turned into 
a sale billboard, catching the eyes 
of every passerby. But that is just 
the beginning. 

Customers come from up to 50 
miles away, the result of radio, TV, 
newspaper, circular, and handbill 
ads. No stone is left unturned to 


herald the promotion. 

Major sales arc held three times 
yearly, each promoted to the hilt: 
early spring, before weather turns 
warm; late summer, to give bar- 
gains on closeouts; and before 
Christmas, to catch the heavy gift 
trade. 

Heaviest emphasis is placed on 
fishing tackle. Mr. Cory feels each 
dealer should have at least one ma- 
jor specialty. 

“We carry four or five times as 
much of this merchandise as most 
stores,” he says. “Because of our 
all-out promotions, we’re known as 
the tackle-minded store for tackle 
loving folk.” 


cure 
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.. - FEATURING A FLAVORED 
PLASTIC TRIGGER WITH 
AROMATIC “LOCKED-IN” 

BAIT SCENTS 


New pre-baited trigger offers special 
laboratory-tested lure scent XS-127 
that works like magic in attracting 
mice ... scent will last indefinitely. 
Special jaw-type trigger will also hold 
additional bait if desired. Traps fea- 
ture easy-set, ‘our-way action. 


Packed in convenient, self-service 2- 
PAC with large eye-catching capper 

. Stops traffic . . . builds sales. 
Your customers know about and want 
“BEST” Mouse Traps... now's the 
time to order your supply. 


M G nie PRODUCTS 
C COMPANY 





MARENGO, ILLINOIS 


Want more facts? Circle 131, p. 51 
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OW 
to make a 
roll of fence 





We do it by dipping each roll of fence into a vat of red paint. 
The fence comes out shouting “RED BRAND®”’ Everyone sees 
the top red wire; everyone knows it identifies RED BRAND. 


Any roll of fence woven with the skill of Keystone craftsmen 
has the urge to shout. It wants to tell users it’s made of the 
finest wire and Galvannealed® for longer service. 


No matter where you display or store RED BRAND, your 
customers know at a glance you sell the best. That’s because 
RED BRAND is the best advertised fence on the market. 
We’re constantly telling your customers why Keystone is the 
best: in leading farm magazines, on radio and television. The 
red top wire is their warranty. 


No wonder RED BRAND is preferred by more farmers in 
leading stock and grain raising counties than any other brand 
... in some cases it’s the favorite by more than 5 to 1. 


You'll find the same strong preference for the barbed wire 
with the bright red barbs. And the steel posts with the red at 
the top... RED TOP® 


Ask yourself the question. Why sell less when you can sell 
more of the best? One trial of RED BRAND will convince you. 


KEYSTONE STEEL & WIRE COMPANY 
Peoria 7, illinois 


Red Brand Fence « Red Brand Barbed Wire « Red Top Steel Posts « Nails 
Baler Wire *« Non-Climbable Fence « Keyline® Poultry Netting « Gates 


The only fence line that 
sells on sight 


Want more facts? Circle 132, p. 51 
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SEND FOR CATALOG 
AND JOBBER’S NAME 


NAME 





TITLE 





COMPANY 





STREET 





CITY/STATE 





UTILITY 


VISE 


LINE 


Every gleaming red vise in the big 
Simplex line has extra sales fea- 
tures your customers can see. 
Heavy steel slide protects screw. 
Replaceable nut and hardened 
steel pipe jaws are bonuses. 
Liberal discounts and merchan- 
dising aids build profits. 


| Desmond |! 
| Simplex | 


The Desmond-Stephan Mfg. Co. 
Urbana, Ohio 





ee 
Want more facts? Circle 133, p. 51 
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Unique display ends space jam 


Orbiting display samples fill the air and 


relieve space shortage, while upping sales. 


John Kegg has put merchandis- has built a unique overhead display 
ing into orbit. that keeps 13 merchandise samples 
Mr. Kegg, retail sales manager, in constant motion. 
Rock Island Lumber Co., Cleveland, Items such as electric hand tools 


ee ae 


John Kegg's display keeps 13 items in constant orbit above sales floor. 





strik iH NEW 
Tl e O | * nee 
New Perfection Oil Heater line puts more profit in your pocket 


iy 
by giving your customers more for their money. More beauty Magnetized ape 


(Coronet Styling), more economy (famous Midget Pilot), more 


comfort (Perfect-Flo Circulation). Full price range from famous = 

portables through high-style, high-performance Coronets. Plenty wit u se a 
of promotion aids to help you sell. Bring in a gusher.. . join the 
Perfection Profit Team! Write for details. 





Toran For the Big 


MAGIC 


we Do-It-Yourself 
Market 


Amazing new “Magny!” looks and bends 
like rubber — contains millions of mag- 
netized particles. One side is adhesive- 
coated. 

Your customers make “stick-on” mag- 
nets, in seconds, with Magnyl. They just 
cut to shape — strip off protective backing 
— press on! 

«nh ideal holding strip for small steel 
articles (pins, tools, fishing flies, etc.) — 
mates magnetic door latches, game cut- 
outs, gadgets. Holds non-magnetic mate- 
rials (note pads, cigarette packs, wooden 
articles) to metal bulletin boards, dash- 
boards, appliances, etc. 








PERFECTION | 


DIVISION HUPP CORP., 1135 Ivanhoe Rd, Cleveland 10,Ohio ggg gpep 
Manufacturers of famous Regulaire Furnaces, Air Conditioners, Heat | 
Pumps, Portable Heaters—since 1888. 


Want more facts? Circle 134, p. 51 





EASTERN HOUSEWARES BUYERS 


SEE all that’s new in housewares | 











Just display Magnyl and watch it ring up sales, 
in any department! Display merchandiser pre- 


for your fall and Christmas buying) 
seasons . . . Shop conveniently, in air 
cooled comfort. 


ATTEND 
EASTERN 


HOUSEWARES 
SHOW 


. a true housewares show for the 
industry ...in its number one market 


NEW YORK COLISEUM 
AUGUST 7-10, 1961 


SPONSORED BY DEPARTMENT OF COMMERCE 
& Pustic Events, THe City or New YorK 


® 
EASTERN HOUSEWARES SHOW 
28 East JACKSON BOULEVARD ¢ Cunicaco 4, ILLINOIS 
Phone: WEbster 9-0980 
* 
New YorK Orprice: 75 East FIirty-FirtH Sr. 
New York 22, N. Y. PHOoNe: P.waza 5-1123 


Hall-Erickson, Inc. 


(formerly A. B. Coffman Associates) 
SHOW MANAGERS 





Want more facts? Circle 135, p. 51 


packed with twelve 30” rolls (1” wide) @ $1.98 
each. 40% dealer discount. Free promotional 
materials. 


AS FEATURED in 


POPULAR SCIENCE 


| 


MAGNETIC 


Distributors, Dealers wanted. 


Retail Value of Deal... eile ae 
Dealer Cost 
Dealer Profit 


Send in your purchase order 


APPLIED MAGNETICS 
CORPORATION 


61 River Road — Leeds, Massachusetts 
(First and only supplier of Magny! to retail trade) 


Want more facts? Circle 136, p. 51 
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FULLER 


PROFIT 
LINE 


Universal Utility 


KNIFE BLADES 


Fit All Standard Utility Knives 


e Precision Ground Edge e Ex- 
tra Sharp e Extra Strong e Ad- 
justable to 3 Positions ¢ Low- 
est Price Blade—Package of 5 
Blades Retails at 30¢ ¢ Made 
in U. S. A. 

RDER +689 ASSORTMENT 


F TEN PACKS 
ON EYE-CATCHING DISPLAY CARD 





/ FULLER | 


FULLER | TOOL CO., INC. 





h 152-35 Tenth Ave., Whitestone 57, N. 
Master Tool Mokers & Merchandisers 


Want more facts? Circle 137, p. 5) 


BIGGEST zvv7ze PROFIT 
MAKER 


oe Straightens Bent 
Crankshafts in most verticar 


SHAFT ENGINES IN MINUTES! 


WITHOUT DISMANTLING ENGINE you can 

straighten bent crankshafts to operating tolerances in 

just four easy steps. Little Brute works on Briggs 

Clinton Lauson nearly every ver tical shaft 

4-cycle ao mode Ontionel adaptor fits 

many pop Clinton 2-cycle engines, too 

There's no need to | seed strippi ng t threads with 

“ee Little Brute hy a essure Screw and 

Threaded Sleeve ar ng enti a- >A ~ longe ife 
Exclusive Pr ressure : ioe at point of ar 

stress prevents damage to sump and a a 

letely assembled and ready 


GET LITTLE BRUTE, 

the original all-steel 

precision crank- 

shaft straightener 

into your shop 

right away-you 

can regain the 

low $34.95 

price of the 

vo Little Brute on 
your first four jobs . . 

and still save money for 

your customers. 


OUR 
DISTRIBUTOR 
OR WRITE FOR 
LITERATURE 





Shipped comp 


LITTLE BRUTE COMPANY 
ae Set 5-5161 317 E. First Street 
MONTICELLO, IOWA 
Want more facts? Circle 138, p. 51 
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Cashing in on the boom- 
ing lawn and garden 
market requires planning. 
Here are 32 pages of 
tested ideas for increas- 
ing your sales. Includes 
pricing, displaying, stock 
control, a planning cal- 
endar and many other 
helpful selling ideas. This 
Merchandising Guide re- 
print available at 25¢ a 
copy, postpaid. 


HARDWARE AGE 


Chestnut & 56th Sts., Philadelphia 39 























and gallons of paint spin slowly, 
drawing the eye of every passing 
customer in this store. Each item 
is tied to a hook and spindle. 

The spindles reach through a 
1 x 4 ft top to pulleys, 13 of them, 
which are all driven by a small 110 
volt turnstile motor (see lower il- 
lustration). The entire unit is 
chained to the ceiling of the store. 

Portable tool sales have jumped 
50 percent with the use of this un- 
usual display, according to Mr. 
Kegg 

Plans are afoot to build similar 
units to run the full length of the 
store next year. A great deal of 
counter and floor space will be 
saved. 


Booke 


for a dealer's library 





About Small Business 
Financing” is a pamphlet which 
highlights a study of 689 small 
business firms made by the Uni- 
versity of South Carolina. It will 
interest dealers who have, or con- 
template, financing difficulties. This 
study shows patterns of retailer 
borrowing, as well as explaining 
the hows and whys of such borrow- 
ing. It is full of elemental details 
on financing to aid dealers in mak- 
ing decisions about equity capital. 
Available free from Small Business 
Administration field’ offices, or 
headquarters, Washington 25, D. C. 
Specify Research Summary No. 10. 


“Facts 


“Hours of Operation in Retail 
Stores” is a summary of a full re- 
port covering hundreds of stores in 
Nebraska, compiled by the Uni- 
versity of Nebraska. This report 
not only shows current trends and 
facts, it also delves into the cus- 
tomer point of view as to shopping 
hour preferences. A third facet 
is the personnel point of view about 
night and Sunday hours, and the 
legality of Sunday business. Avail- 
able free from Small Business Ad- 
ministration field offices, or head- 
quarters, Washington 25, D. C. 
Specify Research Summary No. 11. 





How the pump that thinks for itself...sells itself! 


Sales come easier when you handle 
Goulds Balanced-Flow—the pump 
with the dome that thinks for itself. 

Within its capacity, it gives your 
customer the exact amount of water 
he wants—from a dribble to a deluge. 
He can rinse his hands or take a shower 
—and the Balanced-Flow instantly 
adjusts to his needs. Without shock. 
Or shake. Or pounding. 


6 More Easy-Sell Features 


1, Economical. The Balanced-Flow 
runs only when your customer is 
using water. It doesn’t have to build 
up tank pressure. Water under pres- 
sure is always there. 


2. Safe Motor Load Design permits 
car washing, lawn sprinkling and 
other continuous services without 
costly motor burn-outs. 


3. No rust-colored family washes 
or stained plumbing fixtures, All in- 


2D GED GD GE a ame a 6 a GD > oP eo a «FF 


BALANCED-FLOW...the pump with the dome 


GOULDS @® PUMPS 


ternal parts that touch water are rust 
and corrosion resistant. 


4, Compact. A self-contained unit, 
it saves space, an important feature 
to the modern home owner. 


5. Fresh water direct from well. 
There’s no storage tank for your cus- 
tomer to buy—or you to install. 


6. Stays primed. Gas or air in the 
water won’t bind it. And your initial 
priming job is faster, too. 


SEEING IS BELIEVING 


Put Goulds new compact demon- 
strator stand in a corner of your show 
area and let your customer see for him- 
self. He turns on one faucet, then the 
second—gets two steady streams. 
That’s proof that the pump with the 
dome thinks for itself—to give him 
the water he needs. 

For bigger profits on pumps, send 
the coupon today. 


Please send me 


for $9.95. 


Company...... 
Address....... 
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GOULDS PUMPS, INC., Department FA-71, Seneca Falls, N. Y. 


[_] Full details on the Balanced-Flow 
[] Name of my nearest distributor 
("] Balanced-Flow demonstrator stand. Enclosed is my check 


I a i Te 


eee On RE OO: 


IT’S READY TO SELL 
Crowd-stopping demonstrator 
stand includes fittings and water 
‘orelal¢-l1al-1@ume iol) @t- Lele Melal-a ot-lt- Lalor ps 
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16 rules of good business 





You are successful when... 


—yYour fellow dealers point to you with pride when 
discussing the hardware business. 

—Other dealers ask your advice on how to handle 
problems that confront them. 

—You pay bills on time, to take advantage of needed 
discounts, and hold onto a high credit rating. You 
treat all suppliers the same. 

—Customers come into your store with a smile, and 
leave you still smiling. They’re never given cause to 
frown. 

—Pride in your business urges you to use the best. 
latest methods and to keep your store changing with 
the times. 

—You have the respect of the whole business com- 
munity. Your name logically comes up when a civic 
or community enterprise needs help, or a leader. 

—You have convinced your customers that your 
store is the place to come for new and hard to find 
items. You have built an image of reliability. 

—You can find enough time off from work to play 
golf, or hunt or fish. You know your business is well 
enough managed to run a while without you. 

—You begin to realize that there is plenty you don’t 


know about this business. You never lose interest in 
learning more about it, through conventions, business 
magazines, and outside calls. 

—You’re sure that there is much more to be accom- 
plished, before you can be satisfied that you are as 
successful as you can be. 

—Salesmen are happy to see you, whether or not 
you’re going to place an order that day. 

—You can go into another trading area or city and 
be known there in your field by the good reputation 
that has preceded you. 

—Young people interested in some phase of the 
hardware business come to you for advice to help 
make decisions. 

—You can delegate various jobs to your staff with- 
out feeling the need to check on them. 

—You’re convinced that you got into the best busi- 
ness of all, for you. That you will never have regrets. 

—You dread the day that you must retire from the 
activity, the friendly employees and customers, the 
sweet smell of a hardware store in your nostrils. 


Author unknown. 





IT WEARS IN...NOT OUT! 


205 GRAPHITE is a dry lubricant that forms a protective, 
low friction film, penetrating even the smallest cracks. It wears in, 
not out, and is impervious to heat, cold or moisture. 
205 GRAPHITE . . . the lubricant with a thousand uses... is 
available in case lots of 1 and 5 pound packages, 25 pound 
drums and 50 pound bags. 

Prices and further information on request. 


THE UNITED STATES GRAPHITE COMPANY 


DIVISION OF THE WICKES CORPORATION ¢ SAGINAW 9, MICHIGAN 
Want more facts? Circle 140, p. 51 
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LEVEL & TOOL CO. 





Only SANDS LEVELS 


offer ...a Type FoR EVERY PRICE 
_.. A MODEL FOR EVERY PURPOSE 


MAGNESIUM 
¥3 lighter than 
aluminum... yet stronger. 


ALUMINUM | 
Will not warp... will 
not rust. 


MAHOGANY 

Only carefully selected, 
vertical grain woods used, 
Available with Angle- 
Brass Binding. 


SUGAR PINE 
Seasoned to prevent 
warpage and free of 
imperfections. 


from the Mason to the Home Handyman 


To “tell the truth’—when you sell the 
quality SANDS line or the economy 
SANDS-CRAFT levels your sales curve will 
soar. Take advantage of unmatched user 
Mal acceptance of discriminating handymen 
and productive craftsmen. Stock up today. 

HARMON 


Sold Through Wholesalers Only. 
PLUS A COMPLETE LINE OF CEMENT 
FINISHER’'S AND PLASTER'’S TOOLS 


Pe SANDS 


7} 
Fo Pale Mm; C |i Vs si eel ele Mele) mt @)iYst ite) a. 
| of Harmon Machine Co., I’ c. 
4 225 West Lewis, P.O. BoW 147 
Wichita 1, Kansas, AMherst 5-4611 


Want more facts? Circle 141, p. 51 A 
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A GREAT TILLER FOR A GREAT MARKET! 


: Pick BURNS. America’s Finest; Tiller, for 

7 the growing garden and lawn equipment: 

| market and you've picked a- tiller that’s 
B RNS unmatched in quality, performance and de- 
pendability! Burns Tiller has so many 

- , advanced features that just naturally make 

it “TOPS” and a popular favorite through- 
out the country. More, it’s made and backed 
by a company with a long record of reli- 


cVosObbS mm be Melb 4-) (oho) tele ME-bolo MB eo) cele ttle bole Mostt- Vibe g 
i products. 


TIMER 


®y 











CASH IN NOW WITH BURNS... 


For quick, easy tiller sales, stock the 

spunky, spirited Burns Tiller that 

offers customers so many advantages ” 
}0 Cole ME: CM -T- 1) a ot Delo bb bele MMB able le(-lo belts 

power and extreme versatility. All of 

Burns Tiller advanced features mean 

extra performance that makes easy / 
work out of tilling and gardening. 

With Burns quality, your customers 

actually get more tiller for their 

money and you get more money in 

your fill! 








Burns patented gear and chain drive transmission is the 
only one on the market with a LIFETIME GUARANTEE! 
Hardened steel gears can’t wear out — no heat, no friction 
—everything runs in a bath of oil within sealed unit. 
Delivers harnessed horsepower for a lifetime of trouble- 
free performance. 





BURNS TILLER AVAILABLE ONLY THROUGH QUALIFIED 
WHOLESALE HARDWARE COMPANIES. 








America’s. Finest Tiller! 


BURNS MANUFACTURING COMPANY, INC. 


F | LOUISVILLE, GEORGIA 
A SUBSIDIARY OF DRAPER CORPORATION 
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FRANK J. GQODELLNER 
has been with the Geo. A. 
Rubelmann Hardware Co., 
St. Louis, Mo., for half of 
the firm’s business life. 
Mr. Goellner began his ¢ca- 
reer with Rubelmann in 
1910 as an errand boy. 
Soon he became counter 
clerk and held this posi- 
tion until 1934 when he be- 
came head of the cabinet 
hardware department. 
From there he became pur- 
chasing agent, the position he now holds. Mr. Goell- 
ner is a member of the American Legion and a 
A Respected Name In The member of the Last Man’s Club of World War Il. 
Hardware Industry For His hobbies include swimming, fishing, golf and 


Over a Century. music. 


FLOYD B. REED began 

his hardware career as a 

summer employee with 

Wright & Wilhelmy, Oma- 

ha, Neb., wholesaler in 

1906. The following year 

he joined the firm as a 

full-time employee, work- 

ing through various ware- 

house positions and into 

the office. Mr. Reed be- 

came a buyer in 1913 and 

: held that position until 

A. MESSAGE FOR 1920 when he became a ions 

director of the newly formed hardware division 
THE WHOLESALER . - - of W. M. Dutton & Sons Co., harness and auto 
A limited number of a accessories manufacturer and wholesaler in 
franchise areas are still available Hastings, Neb. In 1930, Mr. Reed became vice- 
— please write for information. president of the division which later became Dut- 
ton-Lainson Co. Mr. Reed is senior vice-president, 
Supervising purchases in the wholesale division. 
Mr. Reed has been an elder of the United Presby- 
terian Church for more than 50 years. He is a 


1477, | KUTTER Shriner and a member of various Masonic groups, 


and a charter member of the Hastings Kiwanis 
400 N. Wells St., Chicago 10, Ill. 


Club. His hobby is photography. 
Want more facts? Circle 143, p. 51 A 
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It’s easy to sell your neighborhood school kids 


LUNCH KITS BY THERMDs. 
ADVERTISED ON TV 











=o Tike Bt. Kit 


| eh 


THERMOS <> 


BREA 


| afta at di 2 5,000,000 IV HOME IMP RESSIONS from popular kid shows 


in top 32 markets—concentrated in late August, early September. 
Kids (and their mothers) will be presold—ready to buy. We’ll show 
‘em... you'll sell ’em! STOCK UP NOW. 





for biggest profits from back-to-school 
buying of school lunch kits 


STOCK A STACK 
by THERMDs. 


20-UNIT ASSORTMENT #9820 —sure-fire traffic stopper, sales 


maker and profit builder. Set up shipping case quickly, easily as 
brilliant display stand. Takes only 214 square feet at aisle ends, 
checkout counters or window. Mothers — and small fry — can’t 
resist these handsome, six-color school lunch kits with matching 
vacuum bottle. 








nyoy 
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; Corsage #423 
Roy Rogers Chow Wagon #697 | 
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Rogers 
Saddle Bag #2097 
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SCHOOL LUNCH 
KITS by 





Astronaut #676 
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61961 Terrytoons 
@ division of CBS Fiims, inc 
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Lawman #1408 


© Warner Brothers Pictures, inc 
Jonn Russell and Peter Brown 
o-Star in LAWMAN 





. Satellite #406 


Exclusive Features in Vacuum Bottles by Thermos” 


ABUSE THAT TICKLES They'll Be Looking for STRONGLAS"™— Mothers are learning 
Slongles that lunch kits “‘by Thermos®” can take the wear and tear 
from active youngsters. Stronglas vacuum fillers resist just 
about everything that shouldn’t happen to a vacuum bottle. 
Triple-Seal Screwdown Stopper — ‘They’re so easy for chil- 
dren to use—yet they’re guaranteed leakproof. 
Cup with Real Handle — Protects tiny fingers and makes drink- 
ing easy. Handle can’t break off. 


1-Piece Shock Absorber — Plastic support encloses glass tip 


- » : —cushions filler against jolts and jars. 
| BH Viv 


NN | | THE AMERICAN THERMOS PRODUCTS COMPANY 
¢ NORWICH, CONNECTICUT 
DS MM Subsidiary of King-Seeley Thermos Co. 
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NEW STAND UP 
TRAY HELPS YOU 
TRADE UP YOUR 
CUSTOMERS T0 
GENERAL ELECTRIC 
INSTANT HEATERS! 


Ask your Distributor about this GOLD- 
TAG Special...an instant Sales-Maker 
for General Electric Instant Heaters! 














Comparable Retail 





Value 





Il pLus 1 DEAL 
HAS PROFIT APPEAL 


Order 11 of any model—get 1 like model free! 








oie bio 





QUANTITY MODEL SUG. DEALER’S PRICE TOTAL RETAIL VALUE* 
11 Plus 1 N/C H-5 $333.74 $539.40 
11 Plus 1 N/C H-6 296.67 479.40 
11 Plus 1 N/C H-7 296.67 479.40 
11 Plus 1 N/C H-8 222.42 359.40 ff =f 
11 Plus 1 N/C H-9 222.42 359.40 Model H-5 Deluxe 
11 Plus 1 N/C H-10 170.39 275.40 Automatic Heater 
Plus 1 N/C H-11 110.99 179.40 








THAT MEANS 38.2% MARGIN? | 


*Based on Manufacturers suggested retail prices. —— 











nee 





e 
New Model H-8 & H-9 
Automatic Heaters 







New Model H-11 
Radiant Heater 





LIMITED OFFER 


Cc 
all vous Genera] Electric 
Distributor, Today 


Model H-6 & H-7 
Automatic Heaters 


New Model H-10 
Portable Heater 


General Electric Company, Home Care and Comfort Products Dept., Bridgeport 2, Conn. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 


Want more facts? Circle 145, p. 51 A 
Want more facts about ad on pages 94-95? Circle 146, p. 51 > 





RED JACKET Cathpindy 


NEWEST Design Convertible Jet Pumps 


Modern Appearance for Customer Appeal - Convertible Features To Turn Inventories Faster 
- Better Performance - Faster Priming 





PCJ CONVERTIBLE JET PUMPS 


These single-stage jet pumps are de- 
signed for long dependable life. They 
offer the ultimate in installation flex- 
ibility—may be installed as either 
shallow or deep well without addi- 
tional cost—may be installed in either 
vertical or horizontal position. Avail- 
able in '4 and 14 HP. 





PCJM MULTI-STAGE 
CONVERTIBLE JET PUMPS 


Deeper wells, greater capacities, and 
| e | higher pressures can be handled by 
Ne | these two-stage versions of the Path- 
ey ol 4 finder series. Available in 14 through 

a | Ll 114 HP the “PCJM” series offer the 

same features of convertibility and 
flexibility as the “PCJ” to make them 
the right pump to meet your needs. 





PSM Multi-Stage 
Self-Priming Shallow Well Pumps 


pED JACKET 
Gathpinde’ 


Designed for pumping from shallow wells, ponds, or streams “toe. 
when high pressures and high capacities are required for [ ’ | - 
sprinkling or irrigation. The ““PSM”’ has an exclusive self- : | 
priming attachment which enables it to handle large quan- 
tities of air and guarantees true self-priming. Available in 
3, through 114 HP sizes, the “PSM” is directly convertible 
from the Model “PCJM” at nominal cost. 








NMiore Than 83 Years of Engineering Experience 
Assures Top Performance —Dependable Service 


Pathfinder jet pumps incorporate Red Jacket’s ing, top performance, and trouble-free service. 
more than 83 years of experience in engineering, Here is a “feature-packed” line that you can sell 
manufacturing and servicing pumps in an unend- with confidence. It includes: the “PCJ” Single- 
ing effort to provide you with the ultimate in jet Stage and the “PCJM” Multi-Stage, both con- 
pump design—starting with the new stylized case, vertible from shallow to deep well and the “PSM” 
. which has been enlarged for the best possible prim- Multi-Stage Self-Priming Shallow Well models. 
Automatic pressure reg- Grey iron case of mod- 
ulator assures maximum ern design is epoxy 


pump performance with 


coated to resist rust and 
fluctuating pumping lev- 


corrosion. Pump and 


/~ 






els. Positive setting. ‘a motor are held in rigid Quick-Fit Adapter Flange 

Easy to get at and easy CHITTO f ‘ alignment by separate saves time a money ‘a 

to adjust. . . open bracket. Bracket installation of pump for 
x design protects motor in shallow or deep well. 





event of seal leakage 
Capacitor start motors and from condensation. 
are NEMA standard. 
Easy to replace without 
disturbing piping. Life- 
time lubricated bearings. 


Injector can be installed 
on the pump or in the 
well. High efficiency is 
assured by brass nozzle 
and abrasion resistant 
Delrin venturi. All brass 
construction is available. 


Rugged brass and stain- 
less steel shaft and 
coupling for positive 
drive and ease of dis- 
assembly. Both impel- 
lers screw onto end of 


Seal between case and 
front diffuser is of heavy- 


shaft. duty rubber to prevent 
leakage from pressure 
Micro-Smooth ceramic Machined brass impel- Second diffuser of fine Both diffusers are of to suction side of pump 
face of rotary seal as- lers are balanced for grey iron passes water four-voluted design for and loss of prime. 
sures years of trouble- smooth quiet operation from the first impeller maximum efficiency. 
free service. Resists and efficient pumping. to the second to develop Made of super-smooth 
: abrasives and aggressive higher pressures. Cotton Flocked Phenolic 
waters. Requires no ad- to resist heat, abrasives, 
justment and is easily and aggressive waters. 
replaced without disturb- 
: ing piping or removing 


bracket from motor. 


Ask your Red Jacket wholesaler about the new 30 and 42 gallon Flexi-Tank 
Packages. They allow you to stock a complete line of water systems with mini- 
mum inventory investment. Your whoiesaler can show you how you can in- 
crease your inventory without increasing your investment. 





RED JACKET MANUFACTURING COMPANY 
DAVENPORT, IOWA 


WJ-81 





EDITION 


now ready! 





HARDWARE AGE 


BUILDERS’ 
HARDWARE HANDBOOK 


By Adon H. Brownell, A.H.C. 





This all-inclusive volume covers base metals, finishes, ALL NEW FEATURES 


hinge requirements, lock functions, exit devices, door 
closing devices, lock security and keying, hardware 
installation, special type hardware for specific types 
of buildings, and safety precautions. Operating 
costs, financing, marking goods, other information 
necessary for efficient management. A complete 
glossary of builders’ hardware terms is also 
included. 


1. New products and developments 
(all obsolete items deleted) 


2. New American standard specifications 
3. Anchor reinforcement hinges 

4. Automatic door openers 

9. Automatic door bolts 


6. Streamlined and concealed-in-head door 
closers 


7. New type roller door stops 


] ”” ”P 
274 pages, 8/2” x 11 only $8.00 8. Bi-fold and folding panel doors 


385 illustrations clothbound 


CHILTON CO. -« BOOK DIV., Dept. HAT 
56th & Chestnut Streets 


WRITTEN BY AN EXPERT Philadelphia 39, Penna. 
WITH 45 YEARS’ EXPERIENCE Please send me copies of HARDWARE AGE BUILDERS’ HARDWARE 
HANDBOOK by Adon H. Brownell, A.H.C. | will send payment upon receipt of the 
IN BUYING, SELLING ‘” invoice in the amount of $8.00 per copy, plus 45 cents handling and postage. 
AND MANUFACTURING Name 
BUILDERS’ Address 


HARDWARE City Zone State 


Check here if sending payment with order, saving you the 45 cents handling and postage 
charge. 
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Convention Calendar 





conventions 


shows 


conferences 








h 


Geo. Worthinaton Co., Annual! 
Toy & Gift Show, Cleveland 
Ohio. 

Our Own Hardware Co., Sum- 
mer Convention, Minneapolis, 
Minn. 

Billings Hardware Co., Annual 
Housewares & Gift Show, Bill- 
ings, Mont. 


Eastern Housewares Show, New 
York, N. Y. 

Amarillo Hardware Co., Fall 
Merchandise Market, Amarillo, 
Texas. 

Oklahoma Hardware Co., Fall 
Market, Oklahoma City, Okla. 
Associated Fishing Tackle Trade 
Show, Chicago. 

Walter H. Allen Co., Inc., An- 
nual Stockholders’ Meeting & 
Merchandise Show, Dallas, Texas. 
Allison- Erwin Co., Fall Hard- 
ware-Housewares Show, Char- 
lotte, N. C. 


September 


3-5 Stratton & Tersteqge Co.,. Fall 
Dealer Show, Louisville, Ky. 

3-6 Beck & Gregg Hardware Co. 
Fall Merchandise Market, At- 
lanta, Ga. 

13-14 Florida Hardware Co., Open 

House & Merchandise Show 
Jacksonville, Fla. 





Convention Check List 


For complete details about the convention listed by dates below use 
the alphabetical listing following this quick c 





heck list. 


17-19 Franklin Hardware & Supply 
Co.. Annual Convention & Mer- 
chandising Fair, Warrington, 
Pa. 

19-20 North Dakota Retail Hardware 
Assn. Convention, Fargo, N. D. 

25 Franklin Hardware & Supply 
Co., Annual Stockholders’ Meet- 
ing, Warrington, Pa. 


October 
2-6 National Hardware Show, Chi- 
cago. 

15-18 National Builders’ Hardware 
Convention, Miami Beach, Fla. 

20-22 Eastern Lawn, Garden & Allied 
Products Trade Show, New York, 
N. Y. 

22-25 Atlantic City Convention of 
American Hardware Manufac- 
turers’ Assn. — National Whole- 
sole Hardware Assn.—National 
Assn. of Sheet Metal Distribu- 
tors. 

29-31 Hardware Wholesalers Inc. 
Annual Convention. Merchan- 
dise Show and Stockholders’ 
Meeting, Fort Wayne, Ind. 


November 
18-20 Retail Paint & Wallpaper Dis 
tributors of America. Inc., An- 
5! Convention & Trade Show 


ry) rr 
Veo } 





National Events 


Atlantic City Convention of the 
American Hardware Manufactur- 
ers’ Assn.— National Wholesale 
Hardware Assn.—National Assn. of 
Sheet Metal Distributors, Oct. 
22-25, Atlantic City, N. J. Head- 
quarters: Dennis and Shelburne 
Hotels. Arthur L. Faubel, AHMA 
secretary, 342 Madison Ave., New 
York 17. Thomas A. Fernley, Jr., 
NWHA managing director, 1900 
Arch St., Philadelphia 3. 


National Builders’ Hardware Conven- 
tion, Oct. 15-18, Miami Beach, Fla. 
Headquarters at Fontainebleau Ho- 
tel. Sponsored by National Build- 
ers’ Hardware Assn., William S. 
Haswell, managing director, 515 
Madison Ave., New York, and 
American Society of Architectural 
Hardware Consultants, George P. 
Merrill, executive secretary, 220 
“E” St., Santa Rosa, Calif. 


National Hardware Show, Oct. 2-6, at 


Allison-Erwin Co., Fall 


Amarillo Hardware “o.. 





McCormick Place, Chicago. Spon- 
sored by National Hardware Show, 
Inc., 331 Madison Ave., New York 
17, N. Y. Frank Yeager, managing 
director. 


Retail Paint & Wallpaper Distribu- 
tors of America, Inc. Annual Con- 
vention and Trade Show, Nov. 18- 
20, at Cobo Hall, Detroit. 


Regional—-©*:.te 


Walter H. Allen Co., Ine., Dallas, 
Texas, Annual Stockholders’ Meet- 
ing and Merchandise Show, Aug. 
28-29, at Baker Hotel, Dallas, 
Texas. 


Hardware- 
Housewares Show, Aug. 29-31, at 
company offices, 2920 N. Tryon St., 
Charlotte, N. C. 


Amarillo, 


Texas, Fall Merchandise Market, 
Aug. 13-14, at Commercial Exhib- 
its Bldg., Tri-State Fair Grounds, 
Amarillo, Texas. 


Beck & Gregg Hardware Co., At- 
lanta, Ga. Fall Merchandise Mar- 
ket, Sept. 3-6, at Atlanta Biltmore 
Hotel, Atlanta, Ga. 


Billings Hardware Co., Billings, 
Mont., Fifth Annual Housewares 
and Gift Show, July 28-30, at 
Shrine Auditorium, Billings, Mont. 


Eastern Housewares Show, Aug. 7-10, 
at Coliseum, New York, N. Y. Hall- 
Erickson, Inc., 28 E. Jackson Blvd., 
Chicago, show managers. 


Eastern Lawn, Garden, & Allied 
Products Trade Show, Oct. 20-22, at 
Coliseum, New York, N. Y. Frank 
Yeager, Suite 1103, 331 Madison 
Ave., New York, N. Y. 


Fishing Tackle Trade Show, Aug. 20- 
23, at Hotel Sherman, Chicago. 
Sponsored by Associated Fishing 
Tackle Mfrs., 20 N. Wacker Drive, 
Chicago. A. J. Boehm, executive 
secretary. 


Florida Hardware Co., Open House & 
Merchandise Show, Sept. 13-14, at 
company offices, 436 Cassat Ave., 
Jacksonville, Fla. 


Franklin Hardware & Supply Co., 
Annual Convention & Merchandis- 
ing Fair, Sept. 17-18, at company 
offices, 863 Easton Rd., Warrington, 
Pa. Annual Stockholders’ Meeting 
will be held Sept. 25, at the War- 
rington Country Club, Warrington, 
Pa. 


Hardware Wholesalers, Inc., Annual 
Convention, Merchandise Show and 
Stockholders’ Meeting, Oct. 29-31, 
at company offices, Nelson Rd., Fort 
Wayne, Ind. 


North Dakota Retail Hardware Assn. 
Convention, Sept. 19-20, Fargo, 
N. D. Sessions & Exhibits at New 
Civic Memorial Auditorium. John 
Haukedahl, 541% Broadway, Fargo, 
N. D. 


Oklahoma Hardware Co., Fall Mar- 
ket, Aug. 20-21, at Huckins Hotel, 
Oklahoma City, Okla. 


Our Own Hardware Co., Summer 
Convention, July 23-25, at company 
offices, 618 N. Third St., Minneap- 
olis 40, Minn. 


Stratton & Terstegge Co., Fall 
Dealer Show, Sept. 3-5, at com- 
pany’s main office building, 16th & 
Main Sts., Louisville, Ky. 


Geo. Worthington Co., Annual Toy & 
Gift Show, July 16-26, at company 
offices, 802 St. Clair St., Cleveland, 
Ohio. 
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How’s the Hardware Business? 





2nd quarter rise in consumer buying 
gives recovery pattern extra boost 


In brief: Consumers put their weight behind a second 
quarter upswing with a sharp rise in spending. Increase 
in personal income and relaxation of unemployment are 




















primary reasons for this. Durable goods sales turned up 





rapidly--first time in several months. 
grows more optimistic with new orders, 
construction all showing gains. 





output, 


Consumer spending during the 
second quarter gave the national 
economy an extra boost. Retail 
sales in May jumped $1.2 billion 
from April’s weak showing and 
was $100 million higher than a 
year ago. 

Durable goods sales, which had 
been trailing the general recovery 





Summer outlook 
industrial 





gave the all clear signal, broke loose 
in May for a $600 million increase 
over April’s $5.5 billion. Durables 
were still $300 million off the pace 
of last year’s total, but the increase 
indicates that consumers are be- 
ginning to show interest in big 
ticket items and other durables. 

A rise in credit buying supports 


outstanding in April was $65 mil- 
lion higher than the preceding 
month and was more than $1.6 bil- 
lion higher than a year ago. 

Steady rise in personal income 
total, coupled with lessening of un- 
employment, were primary factors 
in second quarter retail gains. 
Wages and salaries took the great- 
est share, $1.8 billion, of May’s 
$2.5 billion income rise. Other rises 
were in farm income, government 
payrolls, social security payments. 

Wholesale trade didn’t fare as 
well as retail trade. Sales dipped 
$1 billion in April from March’s 
total, and were $700 million below 
the year-ago level. Hardware 
wholesalers’ sales were down 7 per- 
cent from last year. 

Industrial output was near last 
year’s level in April with the Fed- 
eral Reserve Board’s production in- 
dex off a fraction from April 1960. 
Auto output was still behind last 
year, but further gains were noted. 
Advances in other manufacturing 


categories are playing a large role 
in keeping total production up. 

Manufacturers’ new orders for 
industrial supplies and machinery 
are rising steadily and are rapidly 
approaching year-ago levels. Na- 
tional Association of Purchasing 
Agents supports this factor with 
86 percent of its members report- 

. ing steady or increased orders 
° Retail Trade placed in June, and 90 percent re- 
porting steady or higher produc- 
tion schedules. 

Steel output also continued to 
rise, hitting peak output in May 
and easing off in the latter part of 
June. Cause for the dip was at- 
tributed to vacation-season slow- 
Hardware wholesale sales (3) ($ million) 203 216 218 down and slack caused by auto 
All wholesale sales (3) ($ billion) 11.5 12.6 12.2 manufacturers gearing for 1961 
Wholesale prices, all items (2)..(1947-49—100) 119.0 119.3 119.7 models. 


: : Construction industry reported 
* 
Industrial Supplies new gains in June. Construction 
New Order Index (2) 


total was $400 million higher than 
® General Barometers the preceding month and $112 mil- 
Total personal income (2) 


lion higher than last year. Largest 
Wages and salaries (2) 


gains were in multi-family dwell- 
Farm income (2) ($ billion) 13.1 12.9 12.1 ing units, highways and heavy con- 
Industrial prod’n (2)..(FRB index-1957—100) 108 106 109 struction ; 
New construction put in place (1)..($ million) 5,120 4,705 5,008 a a . 
Residential construction (1) ($ million) 1,960 1,793 2,022 Easing of home-loan interest 
Consumer credit outstanding (3) ....($ million) 53,972 53,906 52,353 rates seemed to have favorable af- 
Electric power output (3) (million kw-hr.) 68,289 71,742 66,220 fect on private home building. Pri- 


Business failures (2) 1,545 1,441 1,273 : aan, 
Steel output index (1) (1957-59 — 100) 106.2 109.3 93 3 vate residential stare ae 8 “ 
Steel prices (1)..(composite mill base-¢ per lb) 6.196 6.196 6.196 ed a month - to - mon gain 0 

nearly $170 million in June, and 


SOURCE OF DATA: U.S. Dept. of Commerce, except Industrial Supplies and Machinery . 
New Order Index by American Supply & Machinery Mfrs. Assn. Wastacnn failures by was off only slightly from a year 
ago. 


pattern even after most economists this indication. Consumer credit 


> Key business indicators at a glance 


These key business indicators give a quick picture of general business 
trends. This information is the latest available. Reference numbers in 
parentheses after each item tell which is the “latest month.” For 
example: (1) = June; (2) = May; (3) = April. 


LATEST MONTH YEAR 
MONTH AGO AGO 


($ million) 212 195 250 
($ million) 1,148 1,053 1,074 
All retail store sales (2) ($ million) 18,636 17,463 18,548 
Factory car sales (3) (units) 453,425 425,892 607,191 
Consumer prices, all items (3)..(1947-49—100) 127.5 127.5 126.2 


® Wholesale Trade 


Hardware store sales (3) 
Department stores sales (2) 


(1948—100) 201 


($ billion) 413.7 411.3 404.7 
($ billion) 276.9 275.1 273.6 


Dun & Bradstreet, Inc. Factory car sales by Automobile Mfrs. Assn. 


- re . Steel output index 
by American Iron & Steel Institute. Steel prices by The Iron Age. 
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LET’S TALK SWAP! 


Your customers swap 
their old electric saw... 


And get a $24.95 Black & Decker Drill FREE when 
they buy a B&D #830 8” Heavy-Duty Saw. YOU 
make the sale. WE make the swap. A special cou- 
pon with every +830 Saw entitles your customer 
to swap any old electric circular saw of any 
make, in any condition for a brand new U-3 14” 
Deluxe Drill (priced at $24.95). No paper work 
for you. Your customer takes the saw and cou- 
pon to any B&D Service Branch. We handle all 
the details. 


This B&D U-3 14” Deluxe Drill is what we’re 
swapping for any tired old electric circular saw 
that you replace with B&D’s revved up and 
ready-to-go +830 8” Heavy-Duty Saw... with 
quick-action locking levers for fast, accurate 
depth control and heavy-duty fan for cool 
operation through long cutting hours. 





It’s a honey of a saw. It’s a honey of a drill. 
It’s a honey of a deal! Be sure you have 
enough #830’s on hand to meet the demand. 
Order now. And get set to be King of Swap. 


Black e Decker: | 


WORLD'S LARGEST MAKER OF POWER TOOLS << =— 





- «+ AND THE WORLD'S FIRST CORDLESS ELECTRIC DRILL 
Towson 4, Md. 


Want more facts? Circle 147, p. 51 
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240 50-pound cartons take the same space... 








... as 48 ordinary kegs! 


NOW! STOCK MORE CUT NAILS IN LESS SPACE! 


Got an “out of space” problem when it comes to storing 
kegs of nails? Now Wheeling solves it—with LaBelle Cut 
Nails packed in new 50-pound corrugated cartons. 

Yes, out go the old cumbersome kegs... in come the 
new corrugated cartons! Easy to store and easy to stack, 
LaBelle cartons save up to 60% of your space... make 
room for more merchandise and profits. In addition, 
LaBelle Cut Nail cartons are: 

« Easy to inventory because every carton is color- 
coded for quick, positive identification. 

¢« Faster to use and weigh because they’re parallel- 
packed, to assure a full handful every grab. 


* More economicalon freight costs because two empty 
50-pound cartons weigh only two pounds, compared to 
seven for an empty 100-pound keg. 

® Quicker, safer to handle because these new cartons 
always stack straight and sure on both pallets and hand- 
trucks. 

Remember—only the container has changed. You still 
get the same high nail quality — the famous dependabil- 
ity that has made famed LaBelle Cut Nails the first 
choice of pros everywhere. See your Wheeling man about 
the new money-saving, space-saving LaBelle cartons. 
Wheeling Corrugating Company, Wheeling, W. Virginia. 


IT’S WHEELING STEEL! 


WHEELING STEEL CORPORATION - WHEELING CORRUGATING COMPANY 


Subsidiary 


Warehouses: Boston, Buffalo, Chicago, Columbus, Detroit, Kansas City, Louisville, Martins Ferry, Minne- 
apolis, New York, Philadelphia, Richmond, St. Louis. Sales Offices: Atlanta, Houston, New Orleans. 
Want more facts? Circle 148, p. 51 
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Galvanized Steel Rain Goods are low in ini- 
tial cost... yet so strong and rugged that 
they withstand nearly any abuse. 


| yy < 
ee a a gt a of “4 
a seid es ff . “i Pa ay! 4 / + 
Corrugated Metal Culvert Pipe and Fittings 
are ideal for all types of farm and roadside 
drainage. Low in cost, too. 


Super-Channeldrain® Roofing is made of 
tough, full-gauged Cop-R-Loy® Steel, then 
heavily galvanized to give years and years 
of dependable service. 


Wheeling Galvanized Ware fills a wide range 
of needs both in the home and around the 
farm. Over one hundred styles and sizes, 


Wheeling SofTite® io. -R- Loy? | Galvanized 
Steel Sheets for heating and air-condition- 
ing ducts, will not flake or peel under rough 
use. Made of Cop-R-Loy Steel for extra life. 


Want more facts? Circle 148, p. 51 











Westclox new sales policy 
reduces wholesale outlets 


Westclox, a division of General 
Time Corp., Lasalle, Ill., is chang- 
ing its sales distribution policy 
with a new program that will re- 
duce by about half the number of 
wholesalers handling its products. 
The new policy includes company 
selection of key wholesalers and an 
improved wholesaler franchise. 

Robert C. Shea, Westclox mar- 
keting manager, explained the 
move by stating that more than 90 
percent of sales are produced by 
less than half the wholesalers han- 
dling Westclox products. 

Westclox’s objective is to build 
sales through a limited number of 
wholesalers by improved represen- 
tation to wholesalers; a new pro- 
gram of newly-styled products; a 
shorter line, but more intensely 
merchandised; a detailing force to 
service wholesalers, and intensified 
promotion. 


D & B course offers 
management training 


You may become a better store 
manager and turn a heftier profit 
by enrolling in a new management 
training course being offered by 
Dun & Bradstreet, Inc., 99 Church 
St., New York 8, N. Y. 

Called Profitable Management 
For Small Business, the course is 
divided into 13 study units that 
cover all key retail management 
problems. Basic objects: More ef- 
ficiency and more profit. 

The course covers 26 weeks, with 
a quiz for each study section. 
There’s no final examination. A 
Certificate of Accomplishment is 
awarded upon completion of the 
course. Cost of course and all study 
materials: $70. 


Industrial wholesaiers’ 
sales dip 4.5% in May 


Wholesalers’ sales of industrial 
supplies and equipment were down 
4.5 percent in May compared to a 
year ago, reports the National In- 
dustrial Distributors’ Assn. 

Sales were up 11.2 percent from 
the previous month, however. 

Accounts receivable as of May 
31 were down 3.2 percent from a 
year ago. Inventories were off 9.2 
percent. 


Promotions 
Manufacturers’ New 


Promotion Plans 


Mirro promotes cookware 
on Jack Paar TV program 


Mirro Aluminum Co., Manitowoc, 
Wis., will promote its Jet-Stream 
cookware line on the Jack Paar TV 
program this fall. 

Thirteen one-minute spot com- 
mercials promoting the entire line 
are scheduled from Sept. 25 
through Nov. 10. 

Featured item will be a covered 
2-qt saucepan which will be offered 
to consumers at $1.99, a saving of 
45¢. 

Free promotion material will be 
available to dealers for tie-in. Ma- 
terial includes window banners, 
display cards and newspaper mats. 
A special merchandising tag will 
be attached to each of the 2-qt 
saucepans. 


Demonstrations promote 
Burgess engraving tool 


Burgess Vibrocrafters, Inc., 
Grayslake, Ill., is offering promo- 
tion material to dealers who wish 
to use a demonstration promotion 
of the Vibro-Graver engraving 
tool. 

Window banners, counter cards 
and counter handout pieces pro- 
mote a free engraving service, per- 
mitting each customer to engrave 
his name on any tool or other item 
purchased during the promotion. 


Film aids mower salesmen 


A 13-minute film called Power 
Up Your Power Mower Sales is 
available on a loan basis from Clin- 
ton Engines, New York City, for 
showing at sales meetings. Film 
emphasizes two basic selling prin- 
ciples: know your product and 
know your customer. It’s in sound 
and full color, and illustrates ap- 
proaches to selling the first-time 
and replacement buyer. Also shows 
types of mowers and uses, and the 
advantage of trading up. Write to 
Consumer Products Div., Clinton 
Engines Corp., Clinton, Mich. 
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@ 
displays ‘ 
boost 
Sales... 
speed 
turnove 


18 new displays feature 152 
Vichek tools listed as essential in 
the NRHA Turnover Handbook. 

Grouped together these form 
the world’s finest and most com- 
plete hardware tool display. Or, 
they may be used singly, or in 
combinations, to meet individual! 
store needs. Ask your wholesaler 
today for Vichek profit facts! 


hek Tur r 

Hammers, Chisels, Punches, Screw 
Drivers, Pliers, Adjustable 
Wrenches, Socket Wrenches 


Vichek Tool Co. 


Cleveland 4, Ohio 








HD100 display 
1] open end wrenches 
% to 1” 











Want more facts? Circle 149, p. 51 





ONLY YOU 
CAN PREVENT IT 


When a customer leaves a store 
without having been able to pur- 
chase the advertised name-brand 
article he requested, the loss can 
be more than just a lost sale. 
He sometimes leaves for good. 


Since most name-brand products 
are readily available to you, the 
loss of such sales and customers 
can easily be prevented. 


GET THE 
GENUINE 


WATER 
MASTER 


The Hardware Man’s 


TOILET TANK BALL 


America’s Largest Seller 


Want more facts? Circle 150, p. 51 
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Belknap has toy book, 
fall mailer for dealers 


Belknap Hardware & Mfg. Co., 
wholesaler in Louisville, Ky., is 
offering dealers a 24-page Christ- 
mas toy booklet and a consumer 


mailer for fall promotions. Belknap 
has more than 2500 toy and wheel 
goods items on display in its dealer 
toy exhibit that opened June 12 


and will remain open until fall. 
Santa’s Toy Book is printed in 

four colors, and shows more than 

100 items suitable for children’s 


Consumer Mailers 


New Wholesalers’ Aids for Dealers’ Use 





gifts. A store and window trim 
kit will also be used. 

The Fall Shoppers Sale mailer 
has a number of front-page im- 
pulse items, plus a special offer 
on stainless steel dinnerware. 


19 wholesalers will use 
Liberty’s fall circular 


Nineteen wholesalers will use an 
8-page Fall Bargain Sale tabloid 
mailer offered by Liberty Distribu- 
tors, Philadelphia. 

The mailer is printed in color 
and features a limited number of 
items in order to keep retailer in- 
vestment at a minimum. It has 
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four coupon specials to build store 
traffic, with merchandise from 
every department to appeal to all 
members of the family. 

Items in the circular were se- 
lected by a dealer survey. Dealers 
also rated the mailer’s color, lay- 
out and design. A store display kit 
with more than 400 pieces will sup- 
plement the mailer. 


Ace offers two circulars 
for May, June promotions 


Here are two mailers used by 
dealers of Ace Hardware Corp., 
wholesaler in Chicago, during May 





and June. Both are 8-pagers print- 
ed in two colors, and each included 
about 150 items. 

The Super Values mailer is 
printed in red and yellow, and fea- 
tures items for outdoor living, 
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\CE HARDWARE 


hand tools, fix-up and painting sup- 
plies and lawn and garden goods. 
It also has four coupon specials. 
Sale of Sales mailer is printed 
in orange and yellow, with items 
for summer leisure, housewares 
and sporting goods. Also has two 
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front-page coupons for a table cloth 
and 1-qt juice decanter, plus three 
other inside coupons. 

Nearly 800,000 of each mailer 
were distributed. Dealers using 
either one also received merchan- 
dising aids which included talking 
counter cards, price cards, banners 
and newspaper ad mats. 
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Industrial supply orders 
rise 3.2 percent in May 

New orders for industrial sup- 
plies and machinery rose 3.2 per- 
cent from April to May, but were 
still about 3 percent off last year’s 
pace, according to the American 
Supply & Machinery Mfrs. Assn. 
The New Order Index was at 194, 
compared to 188 the previous 
month and 201 a year ago (July 
1948 — 100). 


SBA approves 501 loans 
during month of April 


The Small Business Administra- 
tion approved 501 loans totaling 
$27 million during April. This is 
an increase of 35 percent in num- 
ber of loans, and a 62 percent rise 
in dollar value compared with loans 
during April 1960. 

SBA’s bulletin No. 824 lists 
eight hardware firms receiving 
loans: an Arkansas dealer with 
four employees, $4,000; a Georgia 
wholesaler with 30 employees, 
$250,000; a dealer in Georgia with 
two employees, $20,000; a dealer 
in Minnesota with two employees, 
$15,000; a Nebraska dealer, $14,- 
000; a dealer in South Dakota, 
$6,500; a Texas dealer with one 
employee, $15,000, and a Texas 
dealer with three employees, 
$12,000. 


Factory paint shipments 
drop 5 percent in April 

Factory shipments of paint, var- 
nish and lacquer totaled $151.7 
million in April, 5 percent less 
than a year ago, according to the 
Dept. of Commerce. Production 
totaled 53.7 million gallons com- 
pared to 59 million gallons last 
year. 








FAST-SELLERS 





lit NOT RUST OR CORRODE 


Easy movers in your customer’s home, fast 
movers in your hardware store —that’s the 
Bassick’s ‘‘white line’’ of casters and furni- 
ture glides. 

New, high-visibility packaging lets your 
customer see, admire, and want to own these 
good-looking, #4” and 114” white nylon 
furniture glides. They sell themselves, with 
a minimum of time, attention, and counter 
space from you. 


SMART-LOOKERS 


Bassick’s smartly styled white nylon base 
glides give customers greater floor protec- 
tion than any previous furniture glides. They 
can't corrode, can’t stain rugs—even in 
dampest climates. Their broad, resilient, 
friction-free surface makes them ideal for 
asphalt tile, cork and other modern floor 
coverings. 


FLOOR-SAVERS 


Profit-making companion to white-nylon 
glides are Bassick white-wheel, brass-finished 
casters. Sturdy Bassick white composition 
wheels can’t leave marks on floors. They're 
an eye-catcher and an impulse-seller on peg 
board or counter. Bassick white wheels come 
in 1144”, 154” and 2” sizes and with grip- 
neck stem or plate construction to fit most 
household furniture. 

Display these fast moving items in high- 
traffic areas and watch sales mount. THE 
BASSICK COMPANY, Bridgeport 5, Conn. 
in Canada: Belleville, Ont. 1.7 





[Excellence 
STEWART- WARNER CORPORATION 
Want more facts? Circle 151, p. 51 
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News About Dealers: Remodeling Finished, — ®luefield Hdwe. Opens 





Seattle Store Reopens; New Leesburg Store 


Leesburg, Fla. — Robert 
Goshorn and T. V. Horton 
opened their new hardware 
store here last month. Mr. 
Goshorn has been in the hard- 
ware business for 22 years 
and moved to Leesburg from 
Charleston, W. Va. Mr. Hor- 
ton formerly operated a ser- 
vice station in Leesburg. 

Seattle, Wash. — SEATTLE 
HARDWARE & PAINT recently 
completed a two-month mod- 
ernization job and held a 
grand opening sale to mark 
the occasion. Mrs. Edith Zie- 
barth, store owner, reports 
that the store aisles are wider 
and twice as much merchan- 
dise is on display. 





Patterson, N. 7%.—Mr. and 
Mrs. Lou Christensen, opera- 
tors of Lovu’s HARDWARE, 
were the winners of a 19 in. 
portable television at the re- 
cent open house held by 
E. Rabinowe & Co., Yonkers, 
mé me 


Muir, Mich.—Mr. and 
Mrs. Ross Confer of MUIR 
HARDWARE won first prize in 
a recent contest sponsored by 
Turner Corp., Sycamore, Ill. 
The prize is a two-weeks’ va- 
cation in Nassau. Arend W. 
Block, salesman for L. G. 
Cook Co., Grand Rapids, 
Mich., wholesale firm, re- 
ceived recognition for selling 
the winning dealer. 


Mr. and Mrs. 
Confer of 
Hardware receive 
notice from Art 
Zelda of Turner that 
they have won first 
prize in a Turner 
sponsored contest. 


Ross 


Muir 





Monroe Hardware Starts 
$500,000 Warehouse 

A new warehouse costing 
half a million dollars has 
been started by the Monroe 
Hardware Co., Monroe, N. C., 
wholesaler, Edwin Niven, 
president, announced. 

Expanding business 
throughout the company’s 
market area, the Carolinas 
and southern Virginia, re- 
quires more warehouse space, 
company officials announced. 

Directors early this year 
decided to go ahead with 
the expansion. Construction 
is starting now. The building 
is expected to be ready late 
this year. 

The new building will con- 
solidate warehouses and office 
now in three locations. 
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The new building will be 
300 x 400 ft. and will cost 
$500,000. It will be on a 
10 acre tract along the Sea- 
board Railroad right-of-way 
at Sutherland Ave. 


Dudley De Sousa Named 
Grant Sales Manager 


Dudley De Sousa has been 
named sales manager of the 
commercial products division 
of Grant Pulley & Hardware 
Corp., West Nyack, N. Y. 
He will supervise the na- 
tional sales organization and 
sales promotion efforts at 
Grant. 

Mr. De Sousa was custom- 
er service manager and 
assistant sales manager for 
the company. 
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Branch at Richmond 


The new branch warehouse 
and display room in Rich- 
mond, Va., of Bluefield Hard- 
ware Co., Bluefield, W. Va., 
wholesaler, was formally 
opened June 6-8. 

Charles M. Harrell, pres- 
ident, and C. T. Southern, 
vice-president of Bluefield; 
and Joe Casale, Admiral 
Corp., were hosts. 

More than 150 dealers 
attended the opening. C. H. 
Johnston, Richmond Ware- 
house manager, gave out 
souvenir silver dollars. The 
dealer meeting program in- 
cluded presenting the com- 
pany’s turnover program, a 
counter stand showing 4340 
basic items, stock level con- 
trols, and variable pricing 
codes. 

The Richmond branch is 
at 2000 W. Marshall, a two- 
story building with 26,000 
sq ft of space. 


Townley Names Hruska 
Buyer of Housewares 


Frank Hruska has been 
appointed buyer of house- 
wares and electrical house- 
wares for Townley Metal & 
Hardware Co., Kansas City, 


FRANK HRUSKA 


Mo., wholesaler. 

Mr. Hruska, who has been 
a Townley salesman for 24 
years, spent the last 12 years 
as a special representative 
in the Kansas City area. 
He also represents the com- 
pany at merchandise selection 
meetings of the Interstate 
Hardware Merchandising 
Group. 


Westclox Appoints 


J. E. Dana has been named 
assistant marketing man- 
ager and E. J. Almstedt has 
been appointed product man- 
ager of key-wound clocks by 
the Westclox Div., General 
Time Corp., New York. 





Pre-Hardware Show Query of Dealers and 
Wholesalers Shows Optimism High for 1962 


A “sharp increase in busi- 
ness appears to be develop- 
ing for 1962 in hardware 
and housewares, and lawn- 
garden lines,” says Frank 
M. Yeager, managing direc- 
tor of the National Hard- 
ware Show. 

This year’s show, the 16th 
national event, runs Oct. 2-6 
at Chicago’s McCormick 
Place. 

The basis for Mr. Yeager’s 
statement is a “consensus of 
a recent sampling of whole- 
sale and retail buyers, and 
manufacturers who will take 
part in the show.” 


“Those interviewed,” Mr. 


Yeager says, “gave many 
reasons for optimism: In- 
crease in new housing, the 
normal increase in home 
modernization, and more lei- 
sure-time and do-it-yourself 
activities are good _ ex- 
amples.” 

More than 1000 manufac- 
turers will be exhibiting to 
an attendance reckoned now 
at 45,000. 

Pre-registration by mail to 
obtain credentials in advance 
is urged. Such requests 
should be sent to the Na- 
tional Hardware Show, 331 
Madison Ave., New York 17, 
i 2 
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Sickles-Loder Acquires 
Worth Hardware Co. 


Worth Hardware Co., Inc., 
New York wholesaler, has 
been merged into Sickles- 
Loder, Inc., a wholesaler, 
with headquarters at Law- 
rence, Long Island, New 
York. 

Sickles-Loder has acquired 
the sales staff, inventory and 
accounts receivables and will 
center these facilities in its 
new headquarters and ware- 
house in Lawrence, accord- 
ing to T. Silberman, presi- 





dent and chairman of the 
firm. 

Alton Brody, Worth vice- 
president and sales manager, 
and Harold Levy, secretary, 
will join Sickles-Loder. 

Worth was organized in 
1913 and had been traveling 
about 14 men. Despite an in- 
crease in sales volume in re- 
cent years, the firm was un- 
able to produce a profit due 
to competitive conditions in 
its market, combined with 
increased costs in operating 
the business. 








Management Methods, Safety and Outlook 
For Future Highlight Lawn Mower Meeting 


Is the lawn mower indus- 
try settling down? It is, in 
the opinion of some of the 
members of the Outdoor 
Power Equipment Institute. 
Those holding this belief 
point to statistics that show 
that about 175 manufactur- 
ers, including small local 
producers, are turning out 
mowers today, as compared 
with 260 firms a few years 
ago. 

However, other mower ex- 
ecutives feel that there are 
still far too many producers 
to permit development of an 
orderly market. These men 
believe it will be many years 
yet before the industry set- 
tles down. Another factor 
that confuses the picture, it 
was pointed out, is the bat- 


tery-powered machine. At- 
tempting to equate the possi- 
bilities of this unit, and its 
effect on present conditions, 
is causing many headaches. 
These views formed a 
background to an extensive 
program of meetings on 
safety, management meth- 
ods, and the challenge of the 
future that marked the re- 
cent annual meeting of the 
Institute at Grove Park Inn, 
Asheville, N. C., June 18-21. 
New officers elected at the 
meeting included: President, 
H. F. Engelking, Simplicity 
Mfg. Co.; vice-president, 
J. F. Winter, Yard-Man, 
Inc.; re-elected secretary- 
treasurer, J. L. Quick, Quick 
Mfg. Co. Harold K. Howe 
(Continued on page 108) 


New officers of the Outdoor Power Equipment Institute are, left 
to right, president, H. F. Engelking, Simplicity Mfg. Co.; secretary- 
treasurer, J. L. Quick, Quick Mfg. Co.; vice-president, J. F. Winter, 
Yard-Man, Inc., and executive secretary, H. K. Howe. 


Texas Wholesalers Examine Costs, Profits; 


Caraway, 


* * a Pe 


JACK CARAWAY 


Meeting in an atmosphere 
of cautious optimism, Texas 
wholesalers took a good, 
hard look at their operating 
costs at their recent annual 
convention. 

Meeting at the Shamrock- 
Hilton, June 15-17, the 
Texas Wholesale Hardware 
Assn. also heard reports on 
the business outlook, local 
and national, and discussed 
methods of improving serv- 
ices and reducing costs. 

Experience of most dis- 
tributors thus far this year 
has been a series of unex- 
plained increases and then 
drops, from month to month. 
However, there was a feeling 
that a slow but general im- 
provement is developing 
which will be reflected in 





Safe Padlock Appoints 
Ziegler Sales Manager 


Alfred C. Ziegler has been 
named sales manager of Safe 
Padlock & Hardware Co., 
Lancaster, Pa. 

Mr. Ziegler has been in 
builders’ hardware since 
1934. His experience includes 
selling for PAF Carbon Div., 
American Hardware Corp., 
on the West Coast and as 
Chicago district manager for 
the same division. In addi- 
tion, Mr. Ziegler spent a 
number of years in hard- 


oldstrohm Head Hardware Groups 


Cc. A. GOLDSTROHM 


better 
year. 

Meanwhile, individual dis- 
tributors have been tackling 
both costs and selling prac- 
tices in an effort to improve 
gross profits or reduce costs. 
More than one distributor re- 
ported that this effort had 
resulted in a gain in gross 
profit percentage, despite a 
small drop in volume in the 
past month. 

R. Lee Waterman of Corn- 
ing Glass Works, was a fea- 
tured speaker at one of the 
meetings. He discussed 
trends in merchandising and 
how these might affect the 
hardware trade. 

The annual meeting of the 
Texas Hardware Boosters 

(Continued on page 106) 


business later this 


ware retailing as a member 
of the family-owned Ziegler 
Brothers Co., Elgin, II. 


Hillan Joins Warner As 
Hardware Consultant 


John Hillan has joined the 
wholesale division of Warner 
Hardware Co., Minneapolis. 
He will serve as an archi- 
tectural consultant in the 
commercial hardware depart- 
ment. 

Mr. Hillan was a district 
salesman for P. & F. Corbin 
Div., American Hardware 
Corp. 
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The Keystoners, hardware club 


-News of 


Keystoners Elect 1961-62 Officers 


\ 


Rane 
2 


of Pennsylvania, has elected 


slate of officers for the 1961-62 year, as pictured (from left): In- 
coming president, W. J. Wenger, manufacturers’ representative; 
A. C. Straub, vice-president, Carborundum Co.; E. S. Todd, secre- 
tary-treasurer, manufacturers’ representative; and outgoing presi- 
dent, H. R. Greene, Simonds Abrasive Co. The Keystoners hosted 
more than 400 members and guests at its annual June golf outing 
and 24th anniversary party at Manufacturers C.C., Oreland, Pa. 
The event featured luncheon, dinner, golfing for more than 200 
attendees, softball, and many other activities. The day was capped 


by an evening of entertainment. 





Starline, Inc., Names 
Porter Sales Manager 


Starline, Inc., Harvard, 
Ill., has promoted Ken Por- 
ter to sales manager. He 
had been in the dual post of 
advertising manager and re- 
gional sales manager. 


Carborundum Elects 


Robert W. Lear, former 
director of marketing serv- 
ices for American Radiator 
& Standard Sanitary Corp., 
New York, has been elected 
vice-president of marketing 
for the Carborundum Co., 
Niagara Falls, N. Y. 


Texas Wholesalers 
Examine Costs, Profits 


(Continued from page 105) 
Club was held concurrently 
with the wholesalers’ meet- 
ing. 

Election of new officers by 
the wholesalers saw Jack 
Caraway, Peden Iron & Steel 
Co., named president for the 
coming year. Other new offi- 
cers are: First vice-presi- 
dent, Ganahl Walker, Jr., 
Builders Supply Co.; second 
vice-president, H. B. Martch, 
Zork Hardware Co. 

The executive committee 
of the wholesale group now 
consists of past-president 
J. W. Barnes, Waco Hard- 
ware Co.; R. S. Harris, 
Nash Hardware Co.; J. M. 
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Dates Announced For 
Wholesalers’ Shows 


Ace Hardware Corp., 
Annual Convention and 
Exhibit, Jan. 21-23 at 
Conrad Hilton Hotel, 
Chicago. 

Bigelow & Dowse 
Co., Silver Anniver- 
sary Dealer Show, 
Sept. 17-18, at com- 
pany’s warehouse in 
Needham Heights, 


Mass. 


Dates of other wholesalers’ 
shows and conventions an- 
nounced previously are 
shown in the Convention 
Calendar on page 97. 











Findlater, Findlater Hard- 
ware Co.; J. W. Cole, Boca 
Chica Hardware Co., and 
J. Riggs, Jr., Amarillo Hard- 
ware Co. 

The Boosters Club held its 
annual membership meeting 
and elected C. A. Gold- 
strohm, American Chain & 
Cable Co., president for the 
coming year. Other new of- 
ficers include first vice-presi- 
dent, Ray Young, of Peter- 
son & Lowe, and _ second 
vice-president, E. H. Farrar. 

In addition to the business 
meeting, the convention in- 
cluded a golf tournament, a 
costume party and the an- 
nual banquet and show. 


1961 





the Trade 


Jeannette Glass Names 
Leichtung to Sales 


Ric Leichtung has_ been 
named sales manager of 
Jeannette Glass Co., Jean- 
nette, Pa. 

Mr. Leichtung, a veteran 
of 10 years in housewares, 
was assistant vice-president 
of sales for U. S. Hoffman 
Can Co., New York. Before 
that he was general sales 
manager of Brookpark, Inc., 
Cleveland. He is a member 
of housewares clubs in New 
York, Cleveland, and Pitts- 
burgh. 


Quality Brands Names 
Pinkstaff to Staff 


Gail K. Pinkstaff has been 
appointed staff executive by 
Quality Brands Associates 
of America, Inc., according 
to an announcement by pres- 
ident, John W. Anderson. 

Mr. Pinkstaff, who has 
been a trade association ex- 
ecutive for 10 years, was ex- 
ecutive vice-president of the 
National Appliance & Radio- 
TV Dealers Assn. 


Heart of America Club 
Holds Annual Outing 


Forty - five distributor 
guests joined club members 
at their annual golf party 
held in June at Excelsior 
Springs, Mo. 

K. F. Himebaugh of Wat- 
kins, Inc., Wichita, Kans., 
won guest prize for low 
gross. George Schaefer, Kees 
Mfg. Co., Beatrice, Neb., won 
the members’ trophy for low 
gross. 


DAVID H. COMTOIS 


American Chain Names 
Comtois Sales Manager 


David H. Comtois has been 
appointed sales manager of 
the Pennsylvania Power 
Mower Div., American Chain 
& Cable Co., Inc., Exeter, Pa. 
Announcement of the ap- 
pointment was made by 
Henry Ervin, vice-president 
and director of sales of 
American. 

Mr. Comtois, who will 
headquarter at Exeter, has 
been with the firm since 1956 
and has been regional sales 
manager for the Pennsylva- 


nia Div. 


Toro Distributor Wins 


Robert Adams, owner and 
sales manager of National 
Capital Toro Co., Silver 
Springs, Md., has been named 
“Mr. Toro for 1960” by Toro 
Mfg. Corp., Minneapolis. He 
received the award for top- 
ping all other Toro distribu- 
tors in sales, service and mer- 
chandising programs, 





brief reports of 


MANUFACTURERS SALESMEN 


@ Colorado Fuel & Iron Corp., Denver—Frank M. Barry 
from assistant manager to manager of the northern Cali- 
fornia district; N. H. Nordby from representative to assist- 
ant manager of the Boise, Idaho, district; Thomas D. Guy 
from representative to assistant manager in the northern 


California district. 


@ Wilbur & Williams Co., Inc., Norwood, Mass.—Wallace 
M. Blackburn, veteran of the protective coatings field, has 
been named manager of the newly established district of 


Ohio, Indiana and Michigan. 


@ Stanley Tools Div., Stanley Works, New Britain, Conn.— 
Robert L. Rock from missionary salesman to cover Michi- 
gan and northern Ohio. He succeeds Donald N. Molchan. 
@ Black & Decker Mfg. Co., Towson, Md.—C. Vernon Allen 


to cover Cincinnati for the Consumer Products Div. He 
replaces D. G. Corder who resigned. 


@ Grabler Mfg. Co., Cleveland—Thomas C. Fitzwilliam, 
formerly with Lewin-Mathes, to Dallas branch manager. 


@ Turner Corp., Sycamore, Ill.—Peter James Garvey to 
cover southern California, replacing Roy Ljungberg. 
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New Touch-N-Off Safety ) i iiliti | 
Control shuts off heater in- : 

stantly when front facing | a) Rap Hs 
probe is disturbed in any : 1 2 | owe 1 
way... by baby, drapes or - So ——— 
tipping over of heater. a 


the Baby-Safest heaters ever built! 


Step up sales with “Baby Safe’’ Arvin portable 
electric heaters ... the safest ever designed! 
Arvin model 31H12 above delivers two instant 
heats—1320 or 1650 watts. Automatic thermostat 
turns heater on and off to maintain temperature 
selected. Slim modern styling and handsome 
Beige finish. 


PENNSYLVANIA [iia 
SAW CORPORATION |i 


OFFICE - NEWARK, N.J. FACTORY - YORK, PENNA. 


*Pat. Pend. y 


HEATERS! 


Here’s Arvin's “Lucky 7” offer: 
Buy 6 Portable Heaters... 2 
1 31H13 
1 31H12 
2 31H10's 
2 Dealer’s Choice 
Get ...110H07 FREE! 
Arvin Model 10H07 
Instant Ribbon Heater... 


_ Want more facts? Circle 152, p. 51 


IF YOU SELL PAINT 
vou neED STAT 


because... 
STAT abolishes paint brush cleaning. *. $9.95** FREE when you 
"Sa. order 6 heaters! 


STAT is economical, saves hours of work. a 


STAT is perfect for cleaning paint 
from hands, face and even 
hair. 


Winfield Brooks Company, Woburn, Massachusetts 
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Want more facts? Circle 153, p. 51 j ) 
Arvin Model 31H10 


Arvin Model 31H13 : 


YOU CAN'T AFFORD 10 FORGET! 


PLASTIC ALUMINUM ...one of 


the fine products in the nation’s 
most complete line of fix-it items. 


And be sure to stock 





Order from your Jobber 


THE WOODHILL CHEMICAL CO. 


“The mother-in-law approved line” 
1390 East 34th Street Cleveland 14, Ohio 


Want more facts? Circle 154, p. 51 


3 Instant Heats Plus Touch-N- 
Off 
. BOERNE, 
Me 


¥ SEE US at the N.H.M.A. ‘\ 


Show, or see the "61 Arvin \ 


Instant Heat with Automatic 
Thermostat 


Arvin offers lowest prices ever in "61, plus 
a short, profitable, fast moving line. Every 
model priced to sell, with specific appeal 
for a definite market. . . all with advanced 
features and styling. 


Arvin Sales Department 
' —Columbus, Indiana 
= > ® 
Ric gat oe 
i ill 


line at these Permanent Tiny EM Sy Conenee See 
Show Spaces: | d ry = | ? 
501-2—Chicago Furniture Mart ) 
612—New York 1150 Broadway ee 
&%| 6,0 
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Consumer Products Division 
Arvin Industries, Inc. - Columbus, Indiana 


EXCLUSIVELY FROM THE WORLD'S LARGEST 
SPECIALIST IN PORTABLE ELECTRIC HEATERS 


Want more facts? Circle 155, p. 51 
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S & M Holds Second 
Annual Dealer Show 


New services and new dis- 
play facilities were the focal 
points at the second annual 
SummeraMa Show held by 
S & M Co., Minneapolis 
wholesaler. The two - day 
June event attracted 600 
dealers. 

More than 200 manufac- 
turers and S & M depart- 
ments combined efforts in 
extensive displays. Special 
emphasis was put on the 
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News of the Trade-— 


wholesaler’s expanded toy, 
hobby and crafts department. 
The new S & M toy display 
facilities were opened for the 
first time this season. 

The new S & M programs 
were explained during the 
show. Dealers learned about 
the SaveMor Store Plan and 
the Gold Seal Paint program. 

About 2500 guests had 
lunch under a tent on the 
S & M grounds. A high 
point at the show was the 
broadcasting of a television 
show. 


Dealers had a lot of new items to examine during the S & M Sum- 
meraMa Show. More than 600 looked over the wares of 200 manu- 


facturers. 


Lawn Mower Meeting 
Highlights Safety 
(Continued from page 105) 
was reelected executive sec- 
retary. 

The panel discussion on 
safety, under the chairman- 
ship of J. F. Winters, Yard- 
Man, Inc., marked the first 
anniversary of the adoption 
of safety engineering stand- 
ards for lawn mowers. This 
is a project which the Insti- 
tute has been working or. for 
many years. 

Panel members reported 
that these safety standards 
were being constantly- re- 
viewed in an effort to keep 
them abreast of techno'ogi- 
cal changes. 

The possibility of estab- 
lishing an official Institute 
seal to indicate compliance 
with these standards was 
proposed, but no action was 
taken. Use of the seal would 
be based on a self-certifica- 
tion program. 

The importance of getting 
the safety story across to 
mower users was also 
stressed. The Institute is 
weighing the pros and cons 
of films, posters, etc., for 
possible use in schools and 
on TV, as part of this effort. 

An all-morning session on 
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management and executive 
development, and one on the 
challenge of the future, were 
also on the program. 

A prediction that sales of 
power mowers might reach 
7,913,500 units a year by 
1970 was made by A. M. 
Rosenthal of the Dept. of 
Commerce. This estimate 
was based on the assumption 
that certain present trends 
would continue. 

This figure compares with 
estimated sales of 3.7 million 
for the current season, a 
drop of about 5 percent from 
the preceding year. Unfa- 
vorable weather and fewer 
housing starts were eredited 
with being the principal 
cause of the decline. Notable 
in the sales picture for the 
current season was the con- 
tinued strength shown in 
reels and riding rotaries. It 
was estimated that about 
20,000,000 mowers are now 
in use, 

The Institute added four 
new members in the past 
year. Its membership now 
represents approximately 80 
percent of the _ industry’s 
sales. 

The 1962 meeting is 
scheduled for June 17-20, at 
the Broadmoor, Colorado 
Springs, Colo. 


1961 


Fred Berkeley Named 
To Dor-File Post 


Fred D. Berkeley has been 
appointed sales manager of 
Dor-File Mfg. Co., Portland, 
Ore. He was marketing di- 


FRED D. BERKELEY 


rector of Sawyer’s, Inc. 
Before that, Mr. Berkeley 
was general manager of 
Tru-Vue Co., Portland, Ore. 
Mr. Berkeley will be re- 
sponsible for establishing 
national distribution and has 
announced that new products 
are due to be introduced. 


Henry Purrington Wins 
At New England Outing 


Henry J. Purrington of 
Continental Screw Co. was 
low gross prize winner at the 
June golf outing of the 
New England Iron & Hard- 
ware Assn. The event was 
held at Oak Hill Country 





Club in Fitchburg, Mass. 
Thomas W. Norris of 
Tracy, Robinson & Williams 
Co., won the low net prize. 
Jack Cobleigh, Behr - Man- 
ning, won first prize in 
putting for non-golfers. 
About 200 members and 
guests attended the annual 
outing according to Henry 
J. Lamb, secretary-treasurer 
of the group. There was a 
banquet in the evening. 


Packaging Committee 
Will Meet Aug. 25 


The next meeting of the 
Hardware Packaging Com- 
mittee will be held Aug. 25 
in New York at 9:30 a. m. in 
headquarters of the Packag- 
ing Institute, 342 Madison 
Ave. 

Speaker will be Thomas 
Gillies, associate editor of 
Consumer Packaging. This 
magazine published an ar- 
ticle earlier this year on 
packaging for the modern 
hardware store. Mr. Gillies 
will discuss the background 
of the article. 

All hardware and house- 
wares manufacturers, whole- 
salers, dealers, and product 
designers, interested in pack- 
aging, have been invited to 
attend by N. Allan Pettit, 
committee chairman. Those 
planning to attend can no- 
tify Mr. Pettit at Campbell 
Chain Co., York, Pa. 





OBITUARIES 





Robert G. Wombacker 


Robert G. Wombacker, 7], 
retired hardware dealer of 
Procter, Minn., died June 19. 
Mr. Wombacker, who retired 


in April, was founder of 
R. G. Wombacker & Co. and 
operated it for 41 years. His 
brother, Elmer, had been as- 
sociated with him in the 
business since 1919. 


Harry Peters 


Harry Peters, 58, New 
York representative for 
Miracle Adhesives’ Corp., 
Long Island, N. Y., died 
suddenly in late June. Mr. 
Peters had been with Miracle 
Adhesives for more than 10 
years. 


William F. Ohde 


William F. Ohde, 45, of 
Aluminum’ Specialty Co., 
Manitowoc, Wis., died re- 
cently. 


Robert P. Orr 


Robert P. Orr, 51, owner 
of a hardware store in San- 
dusky, Ohio, died in June 
following a long illness. His 
store was founded by his 
father in 1902. 


W. Vincent Farrey 


W. Vincent Farrey, presi- 
dent of Farrey’s Wholesale 
Hardware Co., Inc., Miami, 
Fla., died June 25. He moved 
to Miami from North Caro- 
lina in 1923. 


E. Albert Granzow 


E. Albert Granzow, 50, 
founder and partner in 
Builders Hardware & Paint 
Co., Glenview, Ill., died June 
13 in Evanston Hospital. 


Eugene Higginbotham 


Eugene Higginbotham, re- 
tired hardwareman of Chat- 
tanooga, Tenn., died recently. 





Valspar Corp. Buys 
Color Carousel Corp. 


Valspar Corp. of Rock- 
ford, Ill., has purchased the 
trade sales division of Stand- 
ard Toch Industries, Inc., 
Philadelphia, and also the 
Color Carousel Corp., a 
wholly-owned subsidiary of 
Standard Toch. Joint an- 
nouncement of the acquisi- 
tion was made by Ralph J. 
Baudhuin, president of Val- 
spar, and Robert B. Miller, 
executive vice-president of 
Standard Toch. 

Valspar will maintain 
Color Carousel offices in Bos- 
ton, New York, Chicago, and 
Detroit and will continue to 
produce the dispensers in 
New York and Chicago. 


Fishing Tackle Show 
To Be Held Aug. 20-23 


About 4000 buyers are ex- 
pected to attend the fourth 
annual trade show sponsored 
by the Associated Fishing 
Tackle Mfrs. Assn. The show 
will be held at Chicago’s 
Sherman Hotel Aug. 20-23. 

Some 132 tackle makers 
have reserved 205 booths 
and more applications are 
coming in, reports show 
chairman, Jerry M. Buening 
of Dayton, Ohio. 

Speakers during the busi- 
ness sessions include Charles 
Leftin of Kruse Hardware- 
Sporting Goods, Inc., Fort 
Wayne, Ind., and Thomas 
R. Reeves of McKinsey & 
Co., Inc., Chicago. 

According to A. J. Boehm, 
executive director, highlights 


News of the Trade 


Stanley Tools Division Holds Three-Day Sales Meeting 


sion” A ; 3 
nen, en os pe ; 
* Si. Sm aa 2 ¥ 


Salesmen and regional managers of Stanley Tools Div., Stanley Works, New Britain, Conn., are 
shown in attendance at a recent three-day sales meting. First row from far right: Ronald F. Gilrain, 
marketing manager; Joel Molchan, field sales manager; C. L. Lohmeyer, general sales manager; and, 
C. Kenneth Freedell, general manager of the too's division and vice-pesident of Stanley Works. 
Mr. Molchan and Mr. Lohmeyer were chairmen of the meetings. 


of the show will be a news in brief of 


breakfast on Aug. 22, the 
president’s reception on Aug. 
19, and several functions 
planned by the Sporting 
Goods Jobbers Assn. 


"Give Us Tighter Laws" 


A survey conducted by the 
Retail Paint & Wallpaper 
Distributors of America, Inc., 
shows that 93 percent of its 
membership favors putting 
more teeth into the Robinson- 
Patman Act. According to 
the survey results, most deal- 
ers “feel the new law is need- 
ed to curb the wholesaling 
abuses of (some) manufac- 
turers.” 





Winning Entries at Packaging Exposition 


To Be Displayed at Atlantic City Meeting 


Hardwaremen will have 
two opportunities in October 
to see outstanding examples 
of hardware and housewares 
merchandise packaged to in- 
crease its selling appeal. 

Award winning packages 
from the Hardware Packag- 
ing Exposition will be taken 
to Atlantic City for display 
during the hardware conven- 
tion Oct. 22-25. 

The award-winning  dis- 
plays will be shown during 
the conference booth pro- 
gram, in the lobby of Con- 
vention Hall. Arrangement 
for showing the displays was 
made by A. L. Faubel, secre- 
tary, American Hardware 
Manufacturers Assn., one of 
the organizations sponsoring 
the National Hardware Con- 


vention. 

The Hardware Packaging 
Exposition will be held Oct. 
2 to 6 during the National 
Hardware Show, McCormick 
Place, Chicago. 

Deadline for entries in the 
Exposition has been ex- 
tended by the Hardware 
Packaging Committee which 
sponsors the Exposition. 
Manufacturers pointed out 
that vacation schedules, 
travel plans, and meetings 
made an extension advisable. 

The committee announced 
that entries can be made un- 
til Aug. 1. 

Entry forms and _ infor- 
mation can be obtained from 
the Packaging Institute, 342 
Madison Ave., New York 17, 
N. Y. 


— 


MANUFACTURERS AGENTS 


@ Sid Wesseling, Indianapolis—Sid Wesseling established 
his own agency on July 1. Headquarters are at 929 Forest 
Blvd., South Drive. Mr. Wesseling was director of sales 
for Van Camp Hardware & Iron Co., Indianapolis whole- 
saler, until he opened the agency. He joined Van Camp as 
an order clerk in 1937, and in 1939 he took his first sales 
territory covering Kalamazoo, Mich. He moved into the 
sales department in 1953 and in 1956 he became director 
of sales and a director of the company. The Sid Wesseling 
agency will cover Indiana, Ohio, south of U. S. route 40, 
and Kentucky. 


@ Boice-Crane Co., Toledo, Ohio—Arkansas, Mississippi, 
Louisiana, and part of Tennessee to Ed Wilkey, Shreveport, 
La.; Alabama, Georgia, South Carolina, eastern Tennessee 
and western North Carolina to W. I. Nagley, Atlanta. 
Additional territory has been assigned to these Boice-Crane 
agents: Arizona to E. M. Spence, Los Angeles; New Mexico 
to R. M. Johnson, Dallas; Virginia and eastern North 
Carolina to James W. Brugh, Roanoke, Va. 

@ Larry Mazer Associates, 8423 Pickering St., Philadelphia 
50, formed by Mr. Mazer, former district sales manager of 
the Shetland Co. Associate in agency is Fred Weber. Ter- 
ritory is eastern Pennsylvania, southern New Jersey and 
Delaware. 

@ Slater Electric Co., Inc., Glen Cove, N. Y.—-Ohio, West 
Virginia and part of Pennsylvania to H. H. Seay Co., 
Columbus, Ohio. 

@ Bestwood Corp., Newark, N. J.—Colorado, Wyoming, 
Idaho, Montana and Utah to Albert M. Solen Co., Denver. 





pliers. Pliers of many types 
make up the major portion 
of today’s output but some 
horseshoeing tools, hammers, 
nippers, pincers and wreck- 
ing bars are still produced. 
Grandsons of the founder 
are now 0Oofficers of the 
company. George S. DeAr- 
ment is president, William 
A. DeArment is vice-presi- 
dent and sales manager. 


Champion DeArment 
Celebrates 75th Year 

Champion DeArment Tool 
Co., Meadville, Pa., is cele- 
brating its diamond anniver- 
sary this year. The company 
was founded in 1886, by 
George B. DeArment, making 
blacksmithing tools. 

About 30 years ago the 
company developed its tongue 
and groove Channellock 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 
Set solid, 50 words or less 
Each additional word 
Positions Wanted 


(Special Rate) set solid, 50 words “= 


less 


Allow Seven Words for Keyed Address 
or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 


5% discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 
Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & 5éth Sts., Philadeiphia 39, Pa. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number advertisers, unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publication date. 


Remittance must accompany order in form 
of check or money order, payable to HARD- 
WARE AGE—Classified Section, not currency 
or stamps. 








REPRESENTATIVES WANTED REPRESENTATIVES WANTED REPRESENTATIVES WANTED 





PAINT BRUSH REPRESENTATIVE 


Wanted for New York Metropolitan Area with es- 
tablished following now calling on Paint, Hardware 
Stores and Lumber Yards, etc. Give all particulars 
first letter, all inquiries held strictly confidential. 


MAJESTIC BRUSH MFG. CORP. 
210 West 29th St.. New York |, N. Y. 














REPRESENTATIVE WANTED 


The territory of North Dakota, South Dakota and 
Minnesota open in the Automotive, Hardware and Mill 
Supply field. Mechanics Hand Tool Manufacturer 
(socket wrenches, open end wrenches, etc.) requires 
manufacturers representative. 


Box 707, ¢/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














REPRESENTATIVE WANTED 


EXCELLENT LINE for sales representatives calling 
on the retail trade in hardware, department, variety 
and chain stores. Item has excellent repeat busi- 
ness! Good commissions. Write, giving territory and 
background. 


Midwest Plastics Incorporated 
208 Bates Avenue St. Paul 6, Minn. 








SELECT TERRITORIES AVAILABLE 


for well-known promotional line of imported and 
domestic hand tools. Popular-priced line offers un- 
usual epportunities for qualified representatives call- 
a K.. variety, hardware, drug, lumber and discount 
outlets. 


Box 717, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











SALESMEN—to call on lumber dealers and 
building supply houses in Pennsylvania and New 
Tersey with national brand lines of hardware and 
building materials. Established territory. Draw 
and expenses. Box 715, c/o Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


a — 


SALES REPRESENTATIVE WANTED: 
Established distributor of bolts, nuts and screws 
wants successful producers to sell new type pre- 
packaged fastener items to discount trade, lumber 
omali retail hardware and many other outlets. 
Excellent opportunity. Write Milton Wasserman 
General Manager, Industrial Bolt and Nut Com- 
pany, 171 Fabyan Place, New Jersey. 





MANUFACTURERS REPRESENTATIVES 
WANTED WITH FOLLOWING among whole- 
sale hardware trade to represent fast growing 
concrete additive line. “Power” Concrete 
Strengthening and Bonding Liquid is for use in 
all “ready-to-use” mixes. Product is merchan- 
dised with sales tools as a tie in sale for dealers 
stocking package cement products such as Sakrete, 
Home-Crete, Redi-Crete, etc. Write: Bradley 
Paint Company, Connellsville, Pa. 
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REPRESENTATIVES WANTED 


Proven line available for most territories 


for direct-to-dealer representatives call- 


ing on hardware, lawn and garden and 
Re- 


peat business annually runs 6 times ini- 


similar retailers and key accounts. 


tial sale. Biggest commissions in indus- 
try. Supply territory and other dotails. 


Box 625, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














MANUFACTURERS’ REPRESENTATIVE 
WANTED 


Advertised Line te Hardware, Elec- 


Electrical Cireuit Tester. 
tails for only me good territory open 
several states. 

BURNWORTH TESTER CO., Dept. HA 


815 Pomona Ave., El Cerrito 8, California 














STOCKING REPRESENTATIVES WANTED 


To sell new Knife-Tool to Hardware trade. 
This is a short line, offering good return for 
little effort. Write for descriptive information 
and particulars. Exclusive territories. 


RIC-NOR COMPANY 
183 Fuller Street, Breokline, Mass. 











sundries. 
in Western 
Must have 

711, c/o 
Philadel- 


BRUSH SALESMAN: May carry 
Will turn over developed territory 
Pennsylvania. Liberal commission. 
following. Replies confidential. Box 
HarpwareE AGE, Chestnut & 56th Sts., 
phia 39, Pa. 


BIGGEST LITTLE PAINT SPECIALTY 
MANUFACTURER desires representatives with 
following among Hardware, paint whoiesalers, 
chains, etc., to sell all types of tinting colors in 
cans and tubes. Choice protected territories. Box 
701, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 





PROVEN MONEY MAKER—The 
and patented Down Spout-O-Matic for 
Sold preferably to Distributors though not ad- 
verse to retail contacts. Natural outlets: Lawn 
and Garden Stores—Hardwares—Lumber Yards— 
Landscapers—Legitimate Catalog Houses—many 
more outlets. Received national publicity. Be 
ready for 1962 business. See us at The National 
Hardware Show or contact Down Spout-O-Matic 
Co., 431 S. Princeton Ave., Villa Park, Illinois, 
c/o V. R. Arnt. Legitimate discounts and com- 
missions. Many choice territories open. Send 
resume letter to see if you are OUR man. 


original 
homes. 


ALMOST 2 MILLION BOTTLES SOLD 


3 New Products. Excellent opportunity for Rep- 
resentatives in protected territories. Hardware, 
Automotive, Sporting Goods, Industrial and 
Chain outlets. Good Commissions. High year 
around income! Write: 


REARDON PRODUCTS, 305 Cass St., Peoria, IHinols 














Manufacturer's Representative 


desired by Mechanics Hand Tool manufacturer 
(socket wrenches, open end wrenches, etc.) to 
cover states of Ohio and Michigan, calling on 
Automotive, Hardware and Mill Supply trade. 


Box 708, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











REPRESENTATIVES AND _  DISTRIBU- 
TORS WANTED also Wagon Jobbers for im- 
proved version of two small household products 
handled by every Hardware, Variety and Depart- 
ment Store. Units small, commission high, turn- 
over steady. Good extra income for established 
territories. Write for details. Handell Hook Com- 
pany, 8811 Garfield Blvd., Cleveland 25, Ohio. 


ACCOUNTS WANTED 


Metropolitan New York 
and New Jersey 


15% OF THE NATION'S SALES 
15% OF THE NATION'S POPULATION 
PLAN NOW FOR YOUR SHARE! 


Now through the October Hardware 
Show is the time to reappraise your 
sales effort in our market! Our 4 man 
selling organization can give you con- 
sistent, complete and conscientious cov- 
erage. Grow with the fastest growing 
agency in the East. Write today. 


Box 615, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














WELL ESTABLISHED MANUFACTURERS 
REPRESENTATIVE open for additional Hard- 
ware or Garden line to wholesalers. Now cover- 
ing Texas, Oklahoma, Arkansas and Louisiana. 
Excellent reputation with trade. Box 641, c/o 
Harpware Ace, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 


WANT 
COVERAGE 


tucky ? 


AGGRESSIVE, INTELLIGENT 
in Indiana, lower Ohio and Ken- 
Will represent top hardware-housewares 
line where real results are wanted. Wide con- 
tacts with dealers, wholesalers. Box 716, c/o 
HARDWARE Ace, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 





ACCOUNTS WANTED ACCOUNTS WANTED BUSINESS OPPORTUNITIES 





REPRESENTATIVES 


Covering all phases of jobbers. 
reliable aggressive service 
tional distributors with 

tively operating branch 

York, Philadelphia, 
Louisville. 
can bill 


Can render 
We are na- 
established ac- 
offices in New 
Detroit, Cleveland and 
We carry the account or you 
direct Inquiries invited. Write 
ANOCO CORPORATION 

7 Wood Street, Pittsburgh 22, 





Pa. 








LEONARD PILL 
AND ASSOCIATES 


1903 W. 9th Street 

Los Angeles 6, Calif. 

California, Arizona, Nevada 

Six Salesmen Agency 
DEPENDABILITY ° RESULTS 


Terr.: 


SERVICE ° 








FLORIDA 


For Sale—Wholesale Hardware—Small, fast growing. 
selling popular priced merchandise te hardware and 
chain stores. Presently over 150 well established 
accounts. Geared to do potential $300,000 annual 
sales. For further details write to 


Box 643, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





SOU 
TIVE 


THERN CALIFORNIA REPRESENTA- 
seeks additional line for hardware. 
ware, sporting goods, automotive or 

market. Box 642, c/o HARDWARE AGE, 
& 56th Sts., Philadelphia 39, Pa. 


house 
electrical 
Chestnut 


NEW ENGLAND —I am 
agency to sell Builders’ 
items to distributors in this important market 
[ have the sales management and marketing 
background to give your products the experienced, 
protessional representaiton they deserve. Please 
write in confidence. Box 646, c/o HARDWARE AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


organizing a 
Hardware and 


new 
related 


DISTRIBUTOR LOCATED IN SALT LAKE 
CITY. Now traveling three men through Utah, 
Idaho, Wyoming and Montana wants line sold 
through franchised dealers in Hardware, Sport- 
ing Goods or Service Stations. Honest, hard- 
working representation. Adequately financed 
Send information to Bond Bonham, P. O 30x 
», Provo, Utah. 


AN AGGRESSIVE 
SALES 


known 


MANUFACTURER’S 

REPRESENTATIVE with nationally 
line of small hand tools, desires worth 
while line for states of Ohio and Indiana to 
sell Hardware, Factory and Plumbing Supply 
jobbers, also large retail accounts. Complete 
coverage, well known to the trade for many years, 
best of reference. Manufacturers only. Box 714, 
c/o HaRpWaARE AGe, Chestnut & 56th Sts.. Phila- 
delphia 39, Pa. 


HAPPY WITH SALES 
LAND? Successful 4 man, 
agency has time to increase 
established manufacturer. All 
resident salesmen. 
Rack and 
Box 712, 
Sts., 


IN NEW ENG- 
8 year established 
sales for major 
men stockholding, 
Cover Hardware, Houseware. 
Specialty Distributors, plus chains. 
c/o Harpware Ace, Chestnut & 56th 
Philadelphia 39, Pa. 


14 YEAR OLD SALES 
looking for an additional line 
ing through Ohio, Michigan, 
ern Pennsylvania calling on 
ware and automotive chains, premium outlets, 
hardware jobbers and other large volume users. 
Excellent reputation with the trade. Box 702, c/o 
HakpWareE Ace, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 


ORGANIZATION 
Three men travel- 
Indiana and West- 
hardware, house- 


ILLINOIS AND WISCONSIN 
team of manufacturers’ representatives open for 
one additional Hardware, Housewares or Garden 
line. Will give aggressive and reliable coverage 
to Hardware, Housewares and Garden whole- 
salers, Drug and Variety chains, Mail Order, 
Catalog jobbers, Supermarkets, Discount Houses. 
Excellent reputation. Box 603, c/o HARDWARE 
AcE, Chestnut & 56th Sts., Philadelphia 39, Pa. 


Two-man 


(MARSHALLTOWN) 
ww 


MARSHALLTOWN TROWEL COMPANY -« 


‘\ 


> r “ol? / 
bw 


MOLL 


gs 


a 


Write for —_——- 
'Mhiclaehitia- 


CHICAGO AND SURROUNDING 
Can provide top representation for 
to hardware wholesalers, mill supply houses, lum- 
ber yards. Have wide experience in tools, paint 
sundries and related lines. Let me tell you how 
[ can help you. Write to—Joseph C. LaRocco, 
4042 W. Kamerling Ave., Chicago 51, IIl. 


AREA: 


good lines 


WANT 


cause we 


SALES RESULTS? We get them be 
concentrate in Michigan, Ohio, Indiana. 
Will handle two additional lines—only highest 
grade considered. Write Box A-10, c/o Harp- 
WARE AGE, Chestnut & 56th Sts., Philadelphia 
39, Fa. 


- HELP WANTED 


EXPERIENCED HARDWARE MANAGER 
for high volume department in Baltimore area, 
good merchandiser and ability to handle personnel 
and knowledge of all phases of retail hardware 
including paint, electric and plumbing supplies. 
Good salary. and opportunity for the proper in- 
dustrious party. Please give brief resume and 
experience. Box 713, c/o Harpware AGE, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 


BUSINESS OPPORTUNITIES 


HARDWARE STORE 
Suburban Philadelphia. Has netted owner 
over $13,000. annually for past 15 years. 
Volume $75,000. Inventory $38,000. Selling 
due to other interests. 

Box 709, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








ARIZONA OPPORTUNITY 


Established hardware 
Grande, Arizona 


Casa 
mid- 
Selling 
Fixtures 
cost: ap- 
business. 
Box 606, 


business in 
(population 10,000), 
way between Phoenix and Tucson. 

price: retail inventory less 33 |/3%. 
and equipment thrown in! Your 

proximately | $30,000.00 buys the 
Owner retiring. Write Miller, 
Casa Grande, Arizona. 








YOu COULD BE 
A “NATURAL” 
IN ADVERTISING SPECIALTIES 


if you think you woud like to “‘try your wings’’ h 
a very limited number of hand picked best sellers 
address me personally in absolute confidence. This 
may be an opportunity for a happy, independent, 
profitable part or full time association. Thomas W. 
Mills, Sr., Tom Mills Advertising, 20 No. Meramee, 
St. Louis 5, Mo. 














HARDWARE SECONDS 


For sale by mfr. 
TOWEL BARS, SOAP HOLDERS, 
HOLDERS, CHROME PLATED, 
PERFECTIO 


PAPER 
SLIGHT IM- 


' Close out prices. 


Cal Engineering Company 
54072 Via Corona 
Los Angeles 22, Calif. 











HARDWARE, PAINT BUSINESS 15 miles 
southwest of Los Angeles, Calif. Good family 
business established 35 years. $30,000.00 stock, 
fixtures and machinery for $25,000.00 cash. Long 
term low rental lease. Owner forced to sell due 
to health and age. Good opportunity to live in 
sunny Southern California. Box 710, c/o Harp- 
WARE AGE, Chestnut & 56th Sts., Philadelphia 
39, Pa. 


Want more facts? Circle 156, p. 51 


ALWAYS SELL GENUINE 


SCREW ANCHORS and JACK NUTS. == 


Want more facts? Circle 157, p. 51 





BUSINESS OPPORTUNITIES — Company 
now manufacturing an amazingly new window 
hardware item (patented) will dispose of manu- 
facturing and distribution rights. Complete set 
of dies and inventory. Buyer must have facil- 
ities to manufacture, plate and package and able 
to get national distribution. Will sell outright or 
a half interest. Box 704, c/o Harpware AGE, 
Chestnut x 56th Sts., Philadelphia 39, Pa. 


FOR SALE: Retail Hardware, Plumbing and 
Heating “Store, established over 20 years. Lo- 
cated in Northwest North Carolina Piedmont 
Area. Sales volume for 1960, $145,000. Clean 
stock and fixtures. Reason for selling ill health. 
Reply to Box 703, c/o HARDWARE AGE, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 


FOR SALE: Profitable hardware business and 
app irtenant real estate. Located in one of West 
Virginia’s largest cities. Owner leaving state to 
lon ate in other business. Inventory to be sold at 
Write Box 705, c/o Harpware AGe, Chest- 
56th Sts., Philadelphia 39, Pa. 


cost. 


nut & 


POSITIONS WANTED 


EXPERIENCED SPECIALTY SALESMAN 
WITH FOLLOWING in New Jersey seeking 
position with hardware jobber or specialty house. 
At present selling lawn and garden and tarm 
supplies. Box 601, c/o Harpware AGE, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 

IF THE POTENTIAL IS THERE, I can 
tap it. Seasoned manager, 48, college graduate, 
single; seeks relief from impossible assignment. 
Presently drawing $5500 per year for a 90-hour 
week. Can post bond or cash security; re-locate 
in sixty days. Box 706, c/o Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


MARSHALLTOWN, IOWA 


Reading, Pa. 
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Index to Advertisers 


THE ADVERTISERS INDEX is published as a convenience and 

not as a part of the advertising contract. Every care is 

taken to index correctly. No allowance will be made for 
errors or failure to insert. 


A Cohn-Hall Marx Co. 
Comark Div. 


Columbus Plastic Products, Inc... 


Aluminum Co. of America 
Pigment Div. 





American Chain Div. 
American Chain & Cable Co.... 6 | D 

American Hardware Corp. | Desmond-Stephan Mfg. Co. 
Safe Padlock & Hardware Co... 79 | 

American Machine & Foundry Co. 
Wheel Goods Div. 


| Ford Motor Co. 
American Thermos Products | 


| Franklin Glue Co. . 
American Turpentine Farmers | Fuller Too! Co. Inc. 
Association 
Applied Magnetics Corp. | G 
| General Electric Co. 
Christmas Lamp Div. ........ 73, 74 


General Electric Co. 
Housewares & Commercial 
Equipment Div. 


Arvin Industries, Inc. 


Atlas Tool & Mfg. Co. 


Bassick Co. 
Black & Decker Mfg. Co. ...... 
Burns Mfg. Co., Inc. 


| General Electric Co. 
SD ERD DMs cc cccsoccccces 


| Goulds Pumps, Inc. 
| Graham & Co.. Inc., John H. 
Cc King Cotton Cordage Div. 
Capitol Mfg. Co. ...........000.- | 
Chart-Pak, Inc. | H 
Applied Magnetic Div. ....... 
Clayton Mark & Co. ............. 
Cleveland Mills Co. 


| Hall-Erickson, Inc. 
Harmon Machine Co. 


Hedlund Mfg. Co. 





Keen Kutter 
Kerr Wire Products Co 
Keystone Steel & Wire Co 


L 


Larson Co., Charlies O. 
Little Brute Co. . 


Marshalitown Trowel Co. 
Master Lock Co. 

McGill Metal Products Co. ...... 
Miller Co., Inc., Robert E 


Molly Corp. 


National Hardware Show 


oO 


Olin Winchester Western Div. ..19-26 


Overall Paint & Lead Co., Inc. 16 


Pp 


Perfection industries 


rR 
Red Jacket Mfg. Co 











Ss 


S-K/Lectrolite Tools 


Safe Padlock & Hardware Co. 
Div. American Hardware Corp. 79 


Samson Cordage Works 
Sterling Faucet Co. 
Supreme Products Corp. 


T 
True Temper Corp. .....c.ccceee 114 


U 
Union Steel Chest Corp. ........ 58 


Be RB re 88 
| Upland Industries, Inc. 


Vichek Tool Co. 


| Volkswagen of America, Inc. 


WwW 
Water Master Co. 
Wenzel Tent & Duck Co., H..... 
Wheeling Corrugating Co. 
Wiegand Co., Edwin L 


| Winfield Brooks Co., Inc. 
Pennsylvania Saw Corp. ......... 107 | 


Woodhill Chemical Co. 


Y 


Yale & Towne Mfg. Co. 
Lock & Hardware Co. ......... 





| : 
: i 


SS Sy 
’ ' C4 ud \ ae Me 


TO MOVE 
M ERCHANDISE 


Displayed on the 
counter, on peg- 


board or fixed per- 
manently to wall or 
counter, here's the 
fast and easy self- 
selling way to move 
the five most popu- 
lar lines of wire 
goods. 


T arSON td. OLis. 
ee ead ° 


See Your Jobber or Write for Literature 


Sterling 
IMinois 


CHAS. O. LARSON CO. 











DON'T MISS THE 


BUYING CHECK LIS 


ON PAGE 48 








DOMES OF SILENCE 
RUBBER CUSHION GLID. 


Furniture Rest — Pintle Type 





RUBBER CUSHION GLIDES 





Single prong 
Monopoint Glide 








Bakelite Caster Cup 





Wonderful for all wood 
and furni 


i fy 
5%”, %”, 1”, 11/16", 1%", 1%”. 
PROMPT SHIPMENT |_=2=_| 
Ask your jobber, if he is not supplied, wr 
ROBERT E. MILLER & CO., INC., 
35 Pearl St.. New York 4, N. Y. 


"lau biide 


pe a ee ne 
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ONE THEY WAL 


Souped-Up Scat Car...for Souped-Up Sales! 


Now, little brother’s Scat Car (for ages 3 to 7) has a big brother Scat Car 
(ages 6 to 10). A new, bigger model for the older market that doubles your 
profit opportunities on a red hot item. You'll be thrilled by the track record 
you set—when you go all out with this pair of record breakers. 


Look at all these selling features: Ball bearing pedal drive adjustable to five 
positions. Built-in retractable foot rests. Sturdy pushing bar. Sleek, midget 
racer styling. Deep-dish steering wheel and short turning radius. Oversize, 
puncture-proof tires. Bright, welded frame of heavy 

gauge steel. Long-lasting finish. Easy-to-sell prices! 

Get the facts right away from your AMF representative. 


NEW Scat Car Heavy Duty Model No. 
B-497. Regular Model No. A-495. 


WHEEL GOODS DIVISION 


American Machine & Foundry Company 

Junior Toy Division, 215 Marble St., Hammond, Ind. 

AMF Cycle Division, W. 65th & Patterson, Little Rock, Ark. 
Hercules Division, 200 Fifth Ave., New York 10, N. Y. 





